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Intriguing for 
SQUEEZING... 


tall, dark and daring 


LYDIAN BOLD 


A luscious letter form of vigorous. moving spirit: 
gorgeously groomed in sleek svelt lines: that 


snuggles a lot of !etters to a line. No mere consort 





of its roman companion to be used only for em- 
phasis, but an emancipated feminist capable of 
carving out her own career with commendable 
-onfidence and credit. A true sans serif. but radiant 
with interest and rich in color and character. For 


Lrilliant display or lavishly leaded text, Lydian 





Bold Condensed Italic has an appeal that stands 
: | Write for specimen sheets of Lydian 
unrivalled. Available now from stock at all ATF | Bold Condensed and ttolie. 

| 


3ranches in all sizes from 10 point to 72 point. 





; | ta 
American Type Founders “E72 ) 200 Elmora Avenue. Elizabeth B, New Jersey 


Branches in Principal Cities 


3715 











Do RUSH Jobs have you 
“on a merry go round”? 


TIME TO SWITCH TO 
MERCURY PRODUCTS 


When you've got to turn out three days work in two (It hap- 
pens in every business) — those good old Mercury acces- 
sories are real life savers. Mercury-Lith Rollers and Blan- 
kets, and Mercury-Graph Rollers wash up so quickly, require 
so little adjustment, and perform so smoothly at high speed 
— they save you hours, when the minutes are precious. 
Put the handy helpers to work for you. 


RAPID ROLLER CO. 


FEDERAL AT 26TH D. M. RAPPORT 
CHICAGO 16, ILL PRESIDENT 
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When you Remember 
weed WM. F. RUPERT 
RECENT Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY ; 
for the post fifty years A Pp rl l ] 3 5 0 
90 Fifth Ave. New York 1! 
OR 53-3523 A Sure Cure For Insomnia 
How to get the 
mail copy and ho. 
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SHORT 


NOTES 


DEPARTMENT 


@ GET YOUR PENCIL anc check the 
items here which give you an idea or 
which cause you to want to write to 
somebody about or for something. New 
readers particularly should realize that 
this Short Notes Department is more or 
less a gab session with the Editor. . . 
passing along to you the news or 
ideas which have passed over his 
desk in the previous thirty days. Use 
The Reporter as a system or source 
for making contacts in the Direct Mail 
field. (This applies to everything ex- 
cept the next irrelevant item.) 


@ OUR COVER this month is just 
what it appears to be. A gag. Any- 
thing goes for April. This reporter 
travelled to Montreal on March 8th to 
talk before the Advertising and Sales 
Executive Club in the beautiful Mount 
Royal Hotel. Secretary Bill Williams. 
Neil Powter. Spaulding Black and 
other DMAA’‘ers staged a gag stunt 
which brought down the house. Some 
sort of connection with “The Bare 
Facts about Direct Mail.” They ar- 
ranged to have a 609 pound trained 
bear (named Rosie) sit at the head 
table with me. I've met movie stars 
and all sorts of characters at head 
tables . . . but never before a live 
bear. The picture taken with Club 
President Glen Mackay at the rostrum 
was made while Rosie and her trainer 
sang “Sweet Adeline.” Rosie sofft- 
ened up the audience for the speaker 

. and at least “we” made the front 
pages of all the newspapers. How 
those Canadians like to entertain! If 
you are ever invited to make a speech 
in Canada accept. But watch 
your step. 


@ LEO JOACHIM has done it again! 
Every year. we all wonder what in the 
world Leo will pull out of the hat to 
make his current Production Yearbook 
better than its predecessors. The Ninth 
Edition is out. It is super. terrific and 
everything else times-two we've said 
about past issues. This one weighs 
eight and a half pounds. It’s an all 
inclusive reference volume on every 
phase of graphic arts production. Hun- 
dreds of new developments are pictured 
and described. The new edition sells 
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for $15.00 and is available immediately 
from Colton Press, Inc.. 468 Fourth Ave- 
nue, New York 16. Your library is in- 
complete without it. If in doubt about 
spending the money . . . write to Leo 
for a complete outline of contents. 


@ BEFUDDLEMENT ... is the best word 
to describe a mailing received by Dik 
Warren Twedt of Bakers Helper Com- 
pany. 105 West Adams Street. Chicago 
3, Mlinois. The envelope was post- 
marked Syracuse, New York. Inside was 
a printed “Dear Friend” letter inviting 
recipient to attend a testimonial dinner 
at Congress Hotel in Chicago on March 
28th to honor a distinguished citizen 
(at $10 per plate). The letter urged 
that reservations and checks be mailed 
to another address in New York City. 
The joker was .. . the distinguished 
citizen was named but not described 
and the recipient had never heard of 
the guy before. Either the whole thing 
was a joke. or the professional pro- 
moters forgot “reason-why” copy . . . 
cr got their lists mixed up. It's a good 
idea to describe your product in every 
appeal mailing. 


@ THATS AN INTERESTING NEW 
FEATURE started by New York-World- 
Telegram and Sun on March 11, 1950. 
Every Saturday. this paper will carry 
a “Shopping by Mail” section. Appro- 
priate special head pictures cancella- 
tion postmarks and subhead “Conven- 
ient Guide To Mail Order Merchan- 
dise.” Don't know how the local retail 
advertisers will take it... but it's a 
new departure for a newspaper to play 
up mail order buying. 


@ WHEN THE WIDELY publicized 
movie called “12 O'Clock High” was 
shown at the Roxy Theater, neighboring 
the Hotel Taft. New York City. the 
hotel seized the opportunity to promote 
luncheon business in the Taft Bar and 
Tap Room. A three wing self mailer 
promoted and illustrated the picture. 
and gave the advice ... “after you see 
“12 O'Clock High” at our neighbor. 


Continued on page 6 


FREE BOOKLET 
"Money - Making Mail.” 
Write today— use business 
letterbead, please 


ers STAND OUT 


Make Your Lett 


yp 
WATERMARKED 


by 
FoX River 


GER 
COTTON - FIBER BOND ONION SKIN, LED 


—_— 





The stamp alone costs 3¢ to 6¢ — the 
average letter costs a total of 75¢. Why, 
then, entrust business mail to anything 
less than 100% cotton-fiber bond by Fox 
River — finest paper you can buy 
Just think! You could be using letter- 
heads on the cheapest newspaper stock 
you could switch to beautiful 100% 
cotton-fiber letterhead paper by Fox 
River, with matching envelope, and your 
extra cost per letter would not be over 
i¢g! Smaller costs ranging downward 
in 75, 50, and 25% cotton-fiber grades 
Samples with free Money-Making Mail 
booklet. Fox River PaPer CORPORA- 
TION, 2020 Appleton St., Appleton, Wis 


NAME OF QUALITY 
WATERMARKED IN EVERY SHEET 








BACKWARD OR FORWARD, 
“SERUTAN” SPELLS IT 
CIRCULATION ASSOCIATES 


No matter how you look at it... head-on 
or through a mirror... you'll find the 
“Serutan” people spelling out the an- 
swers to all their mailing, sampling and 
other direct-advertising problems the 
same way...C-I-R-C-U-L-A-T-I-O-N 
A-S-S-0.C.1-A-T-E-S! 


Says Harold E. Mertz, Promotion Di- 
rector of the company...makers of 
“Serutan” “Nutrex,” “Sedagel” and 
“R.D.X.”: 


“Circulation Associates is our 
entire Direct-Mail department, 
performing all the functions of 
list-maintenance, stencil-cutting, 
printing, mailing and other 
Direct-Mail operations. 


“Since your organization is 
geared to this sort of work... and 
ours is not... we find it substan- 
tially cheaper as well as infinitely 
more satisfactory, to have you 
ake this burden completely off 
uur hands. 


“To anyone who thinks we're 
tempting fate by putting all of 
our Direct-Mail eggs into your 
basket, we can only say that so 
far they've all hatched out per- 
fectly.” 


The “Serutan” company is just one of 
the scores of customers who feel pre- 
cisely the same way about Circulation 
Associates ...who use it as an efficient 
and inexpensive adjunct to their own 
organizations in the preparation and 
distribution of their Direct-Mail...in 
the maintenance and building of thei: 
lists...and in all of the printing and 
processing operations that their adver- 
tising programs call for. 


Circulation Associates can function in 
that capacity for you, too...to your 
everlasting benefit. To find out pre- 
cisely how, write to the address below or 
call COlumbus 5-3150 


CIRCULATION ASSOCIATES 


Circulation Fulfillment © List Compilation And Main- 
tenance ¢ Stencil Cutting * Triple-Head Multigraphing 
+ Offset Lithography * Letter Press Printing « 

* Addressing * Mailing * Complete Mai! Campaigns + 


1745 Broadway + NEW YORK 19, W. Y. 


the Roxy Theater. make a happy land- 
ing here for a friendly drink and a 
snack.” 


_ 
eee 


@ REMINGTON RAND, Inc.. 2 Main 
Street. Bridgeport. Connecticut have 
introduced a new and larger photo- 
offset plate making equipment. With 
it, photographic Plastiplates can now 


be processed in any office by ordinary 
personnel, without special training. 
Will handle plates up to 201/,.” x 151/.” 
for use on the Multilith and the ATF 
Webenodorier “Little Chief” offset print- 
ing machines. 


@THE ADVERTISING FEDERATION OF 
AMERICA will hold its 46th Annual 
Convention at Statler Hotel in Detroit 
from May 3ist to June 2nd. Put it down 
en your calendar . . . if you like to 
attend these annual get-togethers of ad- 
vertising people. For second year, Direct 
Mail will be represented in the General 
Sessions. Ed Mayer will tackle the 
assignment this year. 


@ QUITE A STORY in the March 3rd 
issue of U. S. News & World Report... 
reporting on an interview with Post- 
master General Jesse M. Donaldson. 
Those worried about higher postal rates 
should read the six pages of hardboiled 
questions and equally hardboiled an- 
swers. 


@ WHAT NEXT department: See by the 
press releases where you can now get 
a mechanical pencil with a transparent 
window in center. Turn point down- 
ward, the window is vacant. Pointed 
upward ...a miniature nude “Septem- 
ber Morn” doll appears. What useful 
or stimulating service this performs is 
. beyond us 


@ SERVICE AFTER SALES... is al 
ways an interesting subject. Jack Rees. 


sales manager of the Funeral Coach 
Division of Superior Coach Corporation, 
Lima, Ohio, has a follow-up system 
whereby 30 days after a Superior- 
Cadillac Funeral Coach or Ambulance 
is delivered to a funeral director, a little 
“birthday folder” is mailed to him. One 
of those continuing message affairs . . . 
as the folds are opened. Inside {old 
headlines, . . . “so here's wishing you 
A Happy Month-A-Versary” with these 
concluding words: 

“Never let it be said that I lose in- 
terest after the stork’s arrival: every 
“baby” I deliver is just like my own! I'm 
anxious to hear how you like your new 
Superior-Cadillac. Please drop me a 
line. 

(signed)—Dr. Rees” 


@!S THERE ANY TRUTH to report that 
some of the bigger publications are 
using telephone directories . . . with a 
new technique for avoiding duplica- 
tions on subscription lists? Telephone 
lists have always been considered way 
down in the scale of sources for result- 
ful prospect names. If there’s a new 
wrinkle . . . we'll have to find out about 
it. Who knows? 


—_— 
eee 


@THE DEPARTMENT OF COMMERCE 
has reissued a revised basic informa- 
tion bulletin on “Mail Order Selling.” 
Contains listings of Government and 
non-Government publications available 
on subject. Single copies can be ob- 
‘ained by writing Nelson A. Miller. 
Chief Marketing Division. U. S. Depart- 
ment of Commerce, Washington 235, 
D. C. 


@ BIG DIRECT MAIL DAY was held 
in Washington. D. C.. on Tuesday. 
March 14th under sponsorship of local 
Ad Club and Graphic Arts Association. 
More than 300 registered and sat 
through lunch and sessions and dinner 
lasting from 12:30 noon until 10:30 P.M. 
This idea of day-long seminars is grow- 
ing ... and proving very helpful. 


@ SPEAKING OF SEMINARS .... if 
present plans go through without any 
hitch, the Editor of The Reporter will 
travel to Chicago end of April for a 
series of five evening classes on Direct 
Mail fundamentals and improvement. 
It will be a hard boiled high lighting 
of the year long correspondence course 
which has been operating for last two 
years. Series being arranged and spon- 
scred by The Chi-ago Direct Mail Club 
and the Chicago Mail Advertising Serv- 
ice Association. There will be a modest 
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fee to cover costs. Meetings will be 
held April 27 and 28, and May 1. 3 and 
5. If any of our Chicago area readers 
want details get in touch with either 
Ed Pittenger. Direct Mail Advertising 
Company, 732 Federal Street, Chicago 
5. or James Clarke, LaSalle Extension 
Un‘versity, 417 South Dearborn Street. 
Chicago 5. Enrollments wil! be lim- 
ited to a number which can be con- 
veniently counselled individually dur- 
ing the stay in Chicago. 


@ THE HUMAN RELATIONS Depart- 
ment of American Type Founders, Inc.. 
(200 Elmora Avenue, Elizabeth B. New 
Jersey) has instituted a clever waste- 
elimination program. Posters, employ- 
ing a cartoon character, “Wastie, the 


THINK BEFORE YOU ACT. 
and 
MAKE YOUR TIME PAY you! 


bum” are being supplied to all plants 
affiliated with A.T.F. Sample sets of 
the posters for reproduction and use 
by other companies in their plants are 
availabie on request. 


@ ED MAYER. James Gray Prexy, is 
running his annual free-to-customer 
Direct Mail Clinics for sixth successive 
year. Five weekly Monday evening 
meetings start April 10th at Belmont 
Plaza Hotel. 49th St. and Lexington 
Ave.. New York. Time 6:30 p.m. 


@ THE BOARD OF DIRECTORS of the 
Mai! Advertis'ng Service Association 
held its midvear meeting at the Roose- 
velt Hotel, New York. on March 18th 
and 19th. All heads were together. 
whipping into shape plans for the big 
Convention on October 1, 2 and 3. The 
New York Local of the MASA threw a 
big party for the visitors at the Adver- 
tising Club on evening of St. Patrick's 
Day. With Mary Ellen Clancy pre- 
siding ... it was quite a shindig. 
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@ A BLIND MAN is operating a suc- 
cessful telephone answering service 
and lettershop at 79 Prospect Street. 
Stamford, Connecticut. New York 
Herald Tribune for March 18th carried 
an interesting story about C. Rodney 
Demarest, who lost his sight ten years 
ago. Now at age of 28 he sits at a desk 
with sixty phones. He answers by 
sound and touch. Can take dictation on 
a Braille shorthand machine at 120 
words a minute and can type on con- 
ventiona! typewriter at speed equalling 
sighted persons. He employs sixteen full 
time and six part time employees. 
Who says there isn't room in America 
for courage and initiative? 


eee 


@ CONGRATULATIONS are in order 
for our old friend Dave Harrington who 
has been promoted to chairman of the 
execulive committee of Reuben UH. 
Donnelley Corporation of Chicago. . . 
and to A. M. Anderson, general mana- 
ger of the direct mail division of 
Donnelley’s. who has been advanced 
to Vice President. A. M. Anderson 
gave us that fine direct mail story in 
last September's convention issue. 


@ JUST RECEIVED George Rumage's 
new west coast address. All his friends 
can reach him at Young America 
Magazines, 838 Moraga Drive. Los 
Angeles 49, California. 


@ FRANCIS De W. PRATT of Time, 
Life and Fortune .. . speaking before 
Boston Advertising Club on March 7th 
revealed that during 1949 direct mail 
advertising had sold 28 millions of 
dollars worth of subscriptions for the 
three publications. That is big busi- 
ness. 


eee 


@ PETE (Henry. Jr.) Hoke was elected 
President of the New York Association 
of Advertising Men at the March 2lst 
meeting in Bedford Hotel. John Patafio, 
Jr. (Ambassador Letter) was named Ist 
Vice President. and Bob Brixius (Dun 
& Bradstreet) took over as 2nd Vice 
President. We understand that some 
of the Juniors, such as Pete and John. 
are planning to stage a get-acquainted 
shindig for sons and daughters of the 
“old-timers” at next October's DMAA 
Convention. That should be SOME 


affair. 


@ WHO IN THE WORLD ever sold 
AMVETS (724 Sth St.. N. W., Washing- 
ton 1, D. C.) on its current and irritat- 


Continued on page 








of a series of people YOU 
have on Your Mailing List. 


HE INTENDS .. . to return your 
reply card "the first chance he gets.” 
But he forgets and then misplaces 
the card. You lose out . . . that is 
unless you use REPLY-O LETTER 
which keeps your reply card always 
handy in an exclusive slip-out pocket. 
The card is “pre-signed,” too. No 
need for pencil, pen or fill-in. 

That's why tests by mail users in 
every field prove that REPLY-O 
LETTER brings more answers for less 
money. For example: 

The results of the mailing you prepared 


have been very grotifying. Responses 
have been received from 34.27%.’ 


Cities Service Oil Company 


Send for sample letters and free copy 
of “IT WAS ANSWERS HE WANTED.” 


USE THE 
REPLY-O 


LETTER 


oe Get an ve" 


ke REPLY-O 


PRODUCTS COMPANY 


150 WEST 22nd ST NEW YORK 11 
Sales Offices 
CHICAGO 

DETROIT — TORONTO 


BOSTON CLEVELAND 





Specialized 


Are the posta: scales weighing away extra profits 
that could be yours? Can you handle a given mail- 
ing better—and do the job at considerable saving? 


Specialized Tension Enveiopes—the right type 
and size and substance weight—will very often pro- 
duce substantial savings in postage. Tension Post- 
age Savers and Booklet Postage Savers carry more 
weight at less cost than First Class mail...and get 
as many “openings.” The Duo-Post permits you to 
send a heavy Fourth Class catalog along with a 
First Class letter, with the assurance that the two 
will arrive together. “Lite Flite” air mail envelopes 
pay for themselves over and over—especially in 
foreign correspondence, where the minimum unit 
is ¥2 ounce. 


And don't forget, Specialized Tension Envelopes 
also save time in processing the mail, prevent mis- 
takes, protect envelope contents, promote sales and 
attract favorable attention! 


TENSION 
ENVELOPES 


; 7 . ; 
—-~ 4) ‘ {i Mee 

‘ . wt ~ ' —_ 

“TAKE A LETTER, PLEASE!” 


“Tension Envelope Corporation says they'll be glad to 
send us somples of envelopes that save postage costs if 
we just tell them our problem on our letterhead. The 
service is free. Let's see what they have to offer.” 


“TENSION ENVELOPE CORPORATION 
FACTORIES: New York 14, N.Y. @ St. Lovis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa © Kansas City 8, Mo. 
Over 100 Representotives Selling Direct to User 








® a sure cure for insomnia 


how to get the right amount of interest 


into your direct mail copy and 


how to keep it there 


“Sleepy” direct mail copy is being 
stuffed into envelopes all over the 
country today. Copy that’s heavy and 
labored . comphicated and involved 
. copy that’s just plain dull. 

Honest, if a could only 
bottle the stuff and sell it 


he'd make a fortune 


druggist 


by the pint, 


It's a sure cure for insomnia. 


Trouble is, you can’t bottle it-——anc 


way it Is. Be 


; 


ts no good the 
cause 

Dull advertising copy never put an, 
body to sleep 

Well, hardly 
poor prootreader 
middle, but he’s forced to read it. No 
one else 


Maybe the 


dozes off in the 


inybody 


lasts long enough. They stop 
reading. 
As Orv. Reed says, “It's 


to bore a reader 


L,? 
m possible 


\ 
Orv says you have a man tace-to 


face you can grab him by the coat 
lapels and meke him listen. (Orv’s a 
big man) . but if you write him 
you wont He'll just stop 
eading. 

Sull, every day, bosses wave folders 
in the taces of chief engineers, saving, 
‘What do vou know about this new 
Buyers in housewares 


stock to make 


tem they read about 


machine?’ 
mentally shitt their 
room tor the new 
n their morning mail 
gifts or kitchen 
Oshkosh, Wisconsin and farmers check 


housewives 
order gadgets trom 
the back pages of Sears & Sawbuck or 
Monkey Ward. So some direct mail 
nust be exciting—interesting. Ap 
parently some copy is gripping . . . and 
other copy is just griping. 

If you started with us at the be 
ginning of this series, you'll remembe: 
that we pointed out how vital it was 
for effective copy to be 

(a) Well planned. 

(b) Understandable. (By the 

prospect) 

(c) Believable. 

Weil you can add (d) to that. 

(d) Interesting. 
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Arthur Brisbane summed it up with a 
Hourish when he said, “Good writing 
is easier to read than to skip. 
Effective copy must be “easy-to-read” 
It must be interesting. It can have 
eve rything, except interest, and it won” 


ve read. Copy that isn’t read, isn 
wcted upon. And copy that doesn 
bring action is no good. 

Now don’t jump too tar in the direc 
tion of interest . . . copy that is only 
nteresting is no good, either. You 
might say there are three degrees of 
interest in copy. 


a. Not interesting enough to be read. 

b. Interesting and acted upon. 

c. Too interesting—so interesting that 
the copy itself developed all the 
interest and the action is for- 
gotten. “Tricky” copy often falls 
in this class. 


} 


The copy needs to be interesting 


ough to be acted upon, that’s all 
\t one time or another, probably, 


vou've read Anthony's 


(aesar s 


speech un 
funeral. The “Friends 
You'll 


tollowed Brutus 


Romans, Countrymen” thing. 
remember that he 
in accomplished orator The repula 
Brutus was so superior that 
Anthony had a hard time 


the crowd 


tion ol 
holding 
But Anthony tried to be interesting 
‘ Then 
after he had interest, he began to giv 
casons (“reason why” copy, | suppos 
we'd call it) until finally he produced 
they dashed off to tear 


it only by praising Brutus. 


action 
3rutus limb from limb. 

Many a column ot copy’s been writ 
ten, raved about, even won awards . 
hut failed to pass the test of action. It 
read well. 


was clear interesting . 


But it didn’t sell goods . . . or lead to 
ward the sale of goods. 

\ction. you understand, may |e 
isking tor more intormation filing 
for tuture reference . even construc 
tive thinking 

But saying “Wasn't that a cute ad 
that whatstheirnames had in the paper 
the other day” isn’t action. 


by 
john and bill yeck 





One wonders, sometimes, why ad 
vertising survey tolks are so concern.d 
“percent noted”: 
bother 


ibout “percent seen”; 
“percent read”—-and seldom 
ibout “percent sold”. 

All that’s as a warning: Don’. mea 
sure copy on interest alone. It might 
% too interesting: too cute. The in 
terest must lead to action. 

In the end though, being too inter 
esting is not the real problem for most 
of us. It’s how to be interesting enough 
interesting enough to hold the 
reader while we develop our “reasons 


why’ 
How To Be Interesting Enough 


(Sometimes we wonder how we ever 
got up nerve enough to write that head 
ne “How to be interesting enough.” 
It's been harder to stay interesting, or 
even slightly interesting while writing 
these articles than at any thing we've 
ever tried. But then, you're still with 
us, aren't you? So here goes . . .) 

One way to be interesting 1s to have 
an Inte resting Does that 
sound like talking in circles? It should 


subject. 


n't really, for you needn't think for one 
minute that an subject 


People 


ntere sting 
yuarantees copy. 


can be deadly dull about the mest in 


nteresting 


teresting subject under the sun, but it’s 
just as true that there’s “always an 
ingle” 

“Cherchez la angle” 
your subject is truly 


is your motto if 

uninteresting. 
There’s some human and intriguing 
Take 

Would you like to glorify cows? 
make them interesting? Maybe 
not. But Borden’s thought of “Elsie” 


angle to almost every problem. 


cows 


, so interesting that manufacturers 
pay Borden’s royalties for the right to 
make “Elsie” products. Or a de 
licatessen? What's so much fun about 
1 delicatessen that people would be 
waiting on street corners for the week's 
id? Don’t ask us . ask Merral Fox. 
whose “Mr. Lapides” campaign is still 
quoted after more than ten vears. It 
Continued on page 10) 





Foils murder plot: 
wins high reward 


Receives appointment as first 


postmaster for saving king's life 


New York:——-While posting a letter 
we had forgotten in our coat pocket 
since last Tuesday, we started some 
weighty thinking about the begin- 
nings of the postal system that serves 
us today We've had to go back as 
far as Sargon, boss of the ancient em- 
pire of Chaldea, to give credit for the 
first postal system of history Kc 
cording to the records, Sargon re- 
warded Urduk, a slave who saved 
him from assassination, with the re- 
sponsibility of finding some way of 
carrying the king’s word to the dis- 
tant corners of the empire 


Urduk first set up a battery of 
slave-scribes to copy each royal com- 
mand, providing as many duplicate 
copies as needed Swift runners 
formed an elaborate courier system 
that was ready, on an instant’s notice, 
to speed the clay-enscribed dictates 
of the emperor on their way 


We've tried to imagine what would 
happen at the Gray plant if we used 
Urduk’s method. We'd have to call 
in the Army and Navy to produce a 
single campaign for one of our many 
clients 


Instead, modern, high-speed equip- 
ment, manned by experienced person- 
nel, makes short work of getting any 
direct advertising or dealer help cam 
paign into the competent hands of 
today’s postal service. When speed 
and strict adherence to schedules are 
required, you'll find every 
facility at the Gray plant 


essential 


For a dependable combination of 
efficiency and economy in all phases 
of mailadvertising production, more 
and more businesses are turning to 
the complete, up-to-the-minute ser 
vices of James Gray, Inc For 
multigraphing folding, collating, 
binding, sealing and the multitude of 
mailing operations needed to put 
your direct advertising into the mails 
call James Gray, Inc., 216 East 45th 
Street, New York 17—MUrray Hill 
2-9000 Ask for Mack Beresford 
veep in charge of sales 


was a postcard campaign for a corner 
del catessen''! 

The subject is always tough to be 
n with and we've sweat along with 


x 


ve rest of you to write interesting copy 


about such things as printing rollers, 


dump bodies, surface plates, water 
nelon seeds, electrotypes . . . even ter 
rvites—but there's always an angle 


somewhere. 
Fortunately, if you're writing business 


copy, you can find interest—almost 
universally in facts 

Strange as it may seem to the manu 
facturer, some of the things that are 
‘old stuff” to him are of great interest 
That's 


why outside agencies can usually write 


to his prospects and customers. 


rings around the advertising depart 
nent. 

They see interesting angles in every 
ay tacts. 
So when you start your copywriting 
with the questions we talked about 
* (ReporTER 


n our article on “direction 
April, 1949)—be sure that you have all 
the facts about the product. Who uses 
it? How much money do thev save ofr 
make with it? What does it do for 

m?. specifically ‘ry 

Find out what the prospect wants 
to know about the product or service 
then tell him. 

Tell h 


storic 


through testimonials 
of what happened to others 
tests . . dollar and cent sav ngs 
blueprints . . . stor 
laboratory 


pictures 
cost sheets 


Mc. \bove all, 


An Interesting Angle Isn't Enough 


But you need more than an inter 
you need interesti Ww 

nteresting writing. 
That's really easier than “Cherchez 
la angle.” With a good angle or good 
tacts, interesting writing 1s merely a 


ter of craftsmanship—although a 


ttle imagination never hurt anybody 
For you can make copy interesting 
through rewriting, if necessary 
Roll up your sleeves and go to 
work on that “third draft.” Shoot a 
hypo into your verbs ... give them 
action ... zip. Take a paint brush 
to your nouns and adjectives .. . 
make them colorful and picturesque. 
After that you can ferret out the 
recast them 
personal references. As simple as 
“You can dash off interesting 
tor “interesting copy 


issive” sentences and 


€ written.” 


Personal references make — easy 
1. 
iding 


So do short sentences. 


Most evervone agrees with that 


Actually, however, it’s not the num 
ber of words in a sentence that counts. 
It’s the number and kind of words in 
a thought. The need in copy writing 
s not “short sentences” but “clear 
thoughts”. 

In writing interesting-copy-that-brings 
action, you need a chain of clear 
thoughts that lead logically to your 
conclusion. 

You might do that with short sen 
do They 


tences Lots ol peopl 


count the WW rds in each s ntence very 
sentence over so many words goes out. 


It works pretty well, too It’s sate. 


But others heap phrase upon phrase 
and conjunction upon conjunction 
finish their copy without ever writing 


} 


a sentence that contains less than a doz 


en words . and still remain readabk 
ind understandable They'll fill a 
whole paragraph with colons, dashes, 
commas and dots . avoiding the 


finality of a period as though it were 


plague. They jump; jerk; jostle 
n parenthetical asides as they 

| 1 
yo), use peculiar punctuation ind stull 


manage to make their thoug its stand 


n lin 
joth wavs work fine 


This might be a good point to bow 
toward the struggling English teach- 
ers—bless ‘em all. Certainly they 
help the nation write and speak with 
a degree of confidence. But they 
tend to put writing in a strait jacket, 
too. 

You should know Grammar and 
Punctuation ... even Rhetoric, if you 
will . . . but remember this. 

Punctuation and the rules of gram- 
mar were originally designed to 
make the written language easier 
to understand. 

Therefore, anything that helps you 
understand better is good grammar 
whether the textbook writers have 
managed to get it down in black and 
white yet or not. 


Other “Interesting” Ideas 


Quotations make copy interesting 
Whenever you can advance your point 
with a quotation you've added interest 


You ve 


ind—when you use a_ well 


introduced another authority 


1 
Known 
quotat the added value of 


an accepted truth. Testimonials in 
a rT 


1 
quotation marks are more vabie, 
ul that 


too... but you must be caret 
the words between the quotes are the 
k nd ot 


Then, of course, there s conversation 


] 
words the user would write. 


“Conversation in copy.” said our 
proofreader. “is the last thing in 
the world I'd recommend. As an old 
buddy of mine once said, ‘I never 
know whether to put quotes inside 
or outside of periods . . . particulary 
when the last word in the sentence is 
a “quote” ’.” 
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Of course, the very introduction of 
the quotation marks and the “he said” 
that come with conversation break up 
a solid page of copy. Conversation 1s 
very effective in direct mail—particu 
larly in letters—-but it’s used success 
fully in magazine advertising, too. 
Pitney Bowes’ ads are a good example. 


Conversation is a spur to your 
imagination too, and it helps limber 
up your copy. Think not? Try siart- 
ing your next bit of copy with some- 
thing like this: 

“Frankly.” he said, tuning away. 

‘Frankly, your proposition stinks.” 
. . » You take it from there. 


Conversation encourages the use of 
slang, too Kid Stuff’ Trade words. 
Regional words. Colloquialisms. The 
kind -of - words - you-use- when-you-talk 
\ll these make copy _ interesting, 
whether they're used in conversation or 
not. But they must be on the beam. 
They can’t be dragged in by the heels. 
You don't “reckon” in Michigan. Or 


talk about “the off ox” in Chicago. 


I nally, of course, aS lar as words or 
combinations of words are concerned, 
there's Rhetor and all its tricks 


Occasional outpourings of apt allit 
\ selling point that whispers, 

then shouts, then screams to a climax 
or a terrific, g.gantic, stupendous 


adequ ite anticlimax. 


Your copy can drive itselt i 
off the al nto the reader's 
igveration 


You can personity 


your product so that it tips its hat to 


the prospect and invites itseli—and a 
dotted line-in. You can move your 
reader and your goods with a neat 
zeugma® or syllepsis* . .. or you can be 
yust plain blunt 

* Not a disease. Hope the diction- 
ary’s handy. 


Don't Forget Rhythm 


On top of everything else, copy is 
nteresting if it “reads easy”. If it’s 
‘easy on the brain” and “easy on the 
eyes 

“Easy on the brain” comes partly 
trom the words you use and partly from 
the way you string them together 
in an easy-to-read, easy-to-pronounce 
pattern. For a sentence that sounds 
well when read aloud will be a treat 
to the eye, too 

To read “easy” you need rhythm, or 
flow. We don't mean you should be 
writing poetry. Good rhythm in prose 
doesn’t require a formal pattern of 
“feet” (like iambic pentameter) but 
the syllables do have a pleasant pattern 


or meter. 
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“You're right! This 
paper makes our letters 
look 100% better!“’ 


—_—— 


achnenygengtae 
and sharper. It's fos 

too. We can erase on 

it without retyping the 
whole letter. We finish 

the mail on time.” 


On Hammermill Bond's firm, clear, snow-white 

surface your business messages have the right 
background of quality and prestige. Both 

the printed heading and your typing will stand 

out with new sparkle and impressiveness. 

Ask your printer—a specialist in paper and printing. 
He'll tell you why he can furnish better letterheads 

on this fine paper—why it has been standard for 

many years with tens of thousands of progressive firms. 


Prove it yourself, in your own office. Compare it 
with the paper you are now using. 


SEND FOR FREE WORKING KIT OF HAMMERMILL BOND 
A real “‘show-how” portfolio actual printed specimens to help 
you design a letterhead to represent your firm properly time 
saving forms that cut down errors and waste sample book of 
Hammermill Bond. Send coupon for your FREE kit now 


MMERAY 
wBonn 


porte Te a rr Ors 


Hammermill Paper Company, 1621 East Lake Road, Erie, Pennsylvania 
Please send me— FREE —the new Working Kit of Hammermill Bond. 


@!7; 


- 


Name 





Position - 
(Please attach to, or write on, your business letterhead ) 


LOOK FOR THE WATERMARK IT IS HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 

















Donut Wadte Money 
On Letter Mailings 
To Your Top Leuel Lists 


By using imitation letters when genuine 
individual typewritten letters produced on Hooven 
Automatic Typewriters will get the attention and 
action you desire. 


To get by all the barriers and get priority 
attention in the morning mail, use a genuine type- 
written letter--produced the Hooven way. 

To top level executives, to live prospects, 
to high income residential groups; in fact to any 
list where there is competition for attention, 
use the letter that commands attention and compels 
results--the individually typewritten Hoovenized 
letter. 

Added Features: Personalized body 

fill-in of names, city, money or what 

youneed. Carbon copies for files, 

follow-up or for salesmen or dealer. 

Find out for yourself how you can step up the 
effectiveness of your letters by using response- 
compelling Hoovenized Letters. 


Phone me at LExington 2-6162 or write 


Horace H. Nahm 


HOOVEN LETTERS INC. 


352 FOURTH AVENUE, NEW YORK 10, N. Y. 


st plant in the 
production of 
ypewritten let 


rating a Battery 
nati Typewriter 


» Ime 


Also Complete Letter Service — Multigraphing, Nahmco 
Process Letters, Addressing, Mailing, Photo-Offset, Addresso- 
graphing, M:meographing, etc. 

















Art And Layout Are “Copy” 

When you get right down to it, art 
and layout are as much a part of the 
“copy” as the text—and they certainly 
help to make copy interesting. 

So when you look around for an 
artist to do your layout or art, get a 
good one. Poor, or even “adequate’ 
art can kill interest. 

It you have nothing but text in your 
ad or your letter you may be your 
own “artist”. That's all right. You 
don’t have to be a student of typo 
graphy and layout to make a page of 
text interesting. 

Toss in a little “air”, for instance. 

Occasional one-sentence paragraphs, 
like the one above, help open the 
page and make it interesting—espex 
tally in letters. Two or three shor 


paragraphs encourave the reader to 4 


Ve 
into the long one that follows. 

An indentation once in a while 
helps, too. 

Henry Hoke has gone even farther 
in his set of these articles (he probably 
thinks they need help) by changing 
type sizes and faces throughout. 

Above all, be sure to choose a good, 
readable type face when your copy is 
printed. That usually means a face of 
the “old style” family. Body copy set 
in san serif type or “all caps” becomes 
very hard to read after the first few 
sentences. Use it rarely or not at all. 

Colored inks and pictures (especially 
cartoons) which run through the text 
almost always increase interest and 
reading . and, 
duplicating or print job is almost a 


of course, a goo 


“must”. 


Above All — Try 


Every one of those points will be 
helpful, but you can forget them all it 
you'll decide just one thing. Make up 
your mind to ¢ry. Say “My stuff is 
going to be more interest ng trom now 
on” . . and it will. The desire to 
write “wide awake” copy will do more 
than anything else to make direct mail 
advertising interesting. Sell the pro 
duct you're trying to sell and prevent 


caffe n po soning in proofread rs 





@ TWELVE NATIONAL SALES! execu- 
tives representing America and selected 
by the National Federation of Sales Ex- 
ecutives, Inc.. New York City sailed 
March 3rd on the Queen Mary’ for Great 
Britain where they will be the guests of 
the Incorporated Sales Manager's Asso- 
ciation of Great Britain. Hal W. John- 
ston, executive Vice President and di- 
rector of sales. Stecher-Traung Litho- 
graph Corporation. Rochester, New York 
and G. J. Ticoulat. manager of sales. 
Crown-Zellerbach Paper Company. San 
Francisco, Cclifornia, are the two dele- 
gates from the graphic arts industry. 


THE REPORTER 





Tr WRITE FOR 
YOUR COPY OF THIS 
AWARD* WINNING BOOKLET im), 7 
OF SAMPLES OF MY WORK. 


1949* Best of Industry Award 
DIRECT MAIL 
ADVERTISING ASSOCIATION. 
1950* Certificate of Excellence. 
AMERICAN INSTITUTE 
OF GRAPHIC ARTS. 

= PRINTING FOR 


{ COMMERCE SHOW. 
Zi = 
ZA Ne: 


> 


SKETCHES, LAYOUTS, DUMMIES AND FINISHED DRAWINGS 
DIRECT TO YOUR DESK BY MAIL FROM MY STUDIO AT HOME. 


For years I have maintained a studio in the heart of New York City. 
Last spring I started to find out if business concerns, large and small, 
in all parts of the country, would respond to my offer to work with them 
by mail from my studio at home. The results have been most gratifying. 

I can help you, too. I can organize your copy. photographs and your 
ideas into a more effective direct mail piece through good design and 
typography. Send me your material and I will quote prices on rough 
sketches, finished drawings and time needed for completion. 


You will get prompt, dependable personal service at moderate cost. 


Write to 
ADVERTISING ™ 
Meunier) RAYMOND LUFKIN 
wes 116 West Clinton Avenue, Tenafly, New Jersey 
a — etl 


= 


BY AIR MAIL 


Englewood 3-4860. From New York City call ENterprise 6627 
(No toll charge on ENterprise calls) 





YOU CAN GET PROMPT, 
DEPENDABLE SERVICE 
FROM ME BY MAIL 
ON THE FOLLOWING: 
* 

SKETCHES, LAYOUTS AND 
DUMMIES FOR THE 
VISUALIZATION OF ALL 
FORMS OF DIRECT MAIL 
ADVERTISING 
* 

FINISHED DRAWINGS IN 
BLACK AND WHITE 
OR COLOR 
* 

COVER DESIGNS, 
ILLUSTRATIONS AND 
TYPOGRAPHICAL DESIGN 
FOR HOUSE ORGANS 
* 
LETTERHEAD DESIGN, 
TYPOGRAPHY 
AND ILLUSTRATION 
* 
DECORATIVE MAPS, 
PORTRAITS, BOOKPLATES 
CHRISTMAS CARDS, ETC. 


x * 
CALL ON ME FOR THESE 
AND SIMILAR PROBLEMS 
INVOLVING THE USE OF 
DESIGN, ILLUSTRATION 
AND TYPOGRAPHY 


x * 


“I am very much pleased 
with the splendid pen drawing 
which you have made to 
iMustrate my letterhead. Thanks 
for your promptness and skillful 


interpretation of my suggestions.” 


MATHEW P. ADAMS, 
DIRECT MAIL SPECIALIST. 
PASADENA, CALIFORNIA 


* 


**Congratulations 
on the excellent pen and ink 
drawing you recently prepared for me 
Il am more than delighted 
with your illustrative art service 


with its painless rates.” 


Cc. D. CRADDOCK, 
BUSINESS DEVELOPMENT, 
SALT LAKE CITY, UTAH 


* 


“Thank you for the excellent drawing 
The sketch has cye appeal 
It is modern up to the second 


in style and quality.” 


WALTER HANSON, 
HANSON BUSINESS MACHINES CO 
CLEVELAND, OHIO 





Direct Mail Offers 
Small Business 
An Unusual Opportunity 


by Orville Reed 


The small advertiser is not the “t 


he’s not to 


yotten man at least, 
yotten as tar as I concerned. 

For the past ten years | have made a 
yusiness of helping the small advertiser 
} 


lo a professional job of selling his 


services and merchandise. 

\t the present time these small 
vertisers whom I serve include a tailor 
n electrical products jobber, a manu 
laminates, in enve 


turer of rubber 


lope manufacturer, a_ distributor ot 


jutomotive parts, a booking agent, a 


ph irmaceutical house selling to doctors 


1, ¢ it not, a casket manu 


operating 
rect mail campaign on buc 
from $1,000 to $6,000 


ot trom 500 to 


cs ire 


3.000 ne 


ally “small” con 


| j 


These all typi 
nited advertising bud 


been able, through 

acceptance tor 

their volume, 

rd keep the old 

rom then 

job is based on one 
trom people’ 
(some ol these 

making regula 

” more than four 


yvroved that the small 


o sell themselves 

Let's take, tor 
dasher, one of the first small businesses 
ventioned by Mr I 


REPORTER 


nstance, the haber 


Russakoff in his ar 
The haber 
" , 


a natonally now 


ticles in The 
dasher handles 

shirts, shoe S$, Pajamas, ties 
tems designed to ce 
There 
not one of the haberdasher’s custon 


but who has heard about 


ind other 
tne male form probably 
Sotany 
o Arrow shirts, or Hole proot s 

the other nationally advert | 


Which me 


h indle s 


deal ot the pre-selling has been done by 


rational advertisers. 
It then becomes the retailer's problem 
wing prospects into his store to 
‘known 


some torm of advertising which 


products. This means 


the store or its owner to his 
spects, and sells them strong enough 


rit yuvers into his stores. 


“sale” advertising may 
he shopper in to get a bargain 
next time he buys he is just as 
a competitor who offers 
greater bargain. In my 
retailer's important job is 


the minds of prospects the 
he (the retailer) is a good 
to do business with, that he 
treats his customers fairly and that he 
has a good stock of merchandise. 
Starting with the premise that 
peopie buy trom people , It seems to 
hat the small concern has an even 
opportunity to do a good id 
ng job than the larger concern. 
over-simplified the matter, slight 
1asmuch as the small company 


| ! 
to use the large space, large 


circulation, four color process printing, 
and the other things which go to make 
up an important campaign—he has to 
rely upon a more personal, simpler 
means to get a story across 

I say that the small advertiser is not 
the “forgotten man” as far as | am 
concerned, because tor the past ten 
years | have catered particularly to the 
small advertiser and have worked out 
a formula which fits his limited ap 
propriation and his situation like a 
glo . 
I use the medium myself—the postal 
card house organ. 

This house designed 


to entertain and interest the people on 


organ Is 


the small company’s list It is “go 
giver advertising as opposed to “go 
yetter idvert sing. 

It operates on the principle that the 
“continuous dripping of water wears 
iway the stones.” It also operates on 


the principle that people buy from 
especially friendly people. — It 


ilso operates on the principle that the 


people 


main object of direct mail is to get an 
nquiry or bring prospects into a store, 


and not to do the selling. 





Orville Reed... 


This month. instead of inflicting another one 
of my sales talks on how all of us can help 
small business to advertise. we are present 
ing an inspiring story of the magic that can 
be achieved with the postcard by Bus 
Reed. Howell. Michigan. He's been an award 
winning direct mail writer for more than 15 
years .. writing direct mail letiers, house 
organs. booklets and what not for clients 
scattered from Pittsburgh to Denver 

Bus tells a small-business-story from exper 
ience. Shows you don't have to be big to 
be good—or to turn out a good job. Alter 
reading this article. send us your case 
histories. Joe Russakoff. Vanguard Adver- 
tising. 15 East 40th Street. New York 16. N.Y. 
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Here's the format used on all of these 
monthly card house organs 

The house organ is given a name 
something which, it possible, is des 
criptive of the business or contains the 
company name. The masthead has a 
paragraph which tells the objective. 


The editorial consists of jokes, sayings, 


} | r} ' t n ] 
rhymes, and other matter ol generai in 


rest which will entertain the reader. 


e 
I} “ ercial : yeneral 
ne commercia $ general 


ture, bringing out perhaps one sales 


in na 


point each mailing. The “commercial” 
is handled in a light, airy manner and 
doesn’t belabor sales points 

The signature on the card contains 
the company name, address and, per 
haps, a paragraph about what lit 
the company handles. 

Here is a typical card house organ 
which has been mailed every month 
for the past twenty-seven im nths by a 
custom tailor of men’s and women’s 
clothing. Here are two typical “com 
mercials” 

GOT A LOW SHOULDER? 

We welcome hard-to-fht men with the 
low s} oulders, woa 1 beams, m splaced 
paunches, and the many other things 
that the male is heir to 

Those who wear Hal Clark suits 
wear suits made especially for them, 
not made to a form and bought with 
the hope that they will fit theirs. 

We take care of that low shoulder, 
and our customers know that Hal 
Clark tailoring hides a multitude of 
sins. 

Summer fabrics ; here—unusual 
patterns in U cals—new = designs, 
unique ftabrics—all these combined 
with Hal Clark’s custom tailoring turn 
you out with that summery, fresh look 
and feeling 


Wh le you're he re, we d like to show 
you our new line of custom made shirt 
ngs, priced well in line with ready 
made shirts, but with roominess where 
you need it, regardless of your build, 
and styled to bring out your manly 
wauly. 

Here's inoth r. 

SULITable For Spring 

We've been busier than bees around 
vere getting the new spring line of 
more than 4,000 new tabrics—gabar 
dines, worsteds and tropicals—displayed 
ready for your spring wardrobe. 

It's ready—now. We hope you'll 
come in now, make your selection, and 
be all ready to burst out w th your new 
Hal Clark tailored suit come spring 
time. 

And, tell your wife about it. Dis 
played tor her expert inspection is a 
complete line of beautiful new suit 


( 
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FOR LARGE MAILERS 
high-speed, electric models with 
automatic stamping and sealing 


A Postage Meter 
for the small mailer...! 


PB’s new DM desk model postage meter 
permits even the smallest office to get rid of old 
fashioned stamps and stamp-sticking . . . for good! 

All you have to do is dial the 

postage value you, want, press 

down the lever! And that’s all! 

To seal the envelope, merely slide 

flap through moistener. Simple! .. . The DM prints 

postage right on the envelope—for any class of 
mail. Handles parcel post, too. 


Prints dated postmark, too... as well as a 
small optional advertisement! 

The DM protects postage against any loss, 
damage or “borrewing”’. .. and accounts for every 
penny of postage automatically! 

For any office—no matter how small—a DM 
provides the convenience and economy of metered 

mail—as well as the prestige of 

the modern meter stamp, and 

costs so little any office can 

afford it! Phone the nearest PB 

office now . . . or write direct to Stamford for a free 
illustrated booklet! 


= PITNEY- BOWES 


Postage Meter 


——_ 
— 
” PITNEY-BOWES, Inc. 
2029 Pacific St., Stamford, Conn. 


Originators of the postage meter . . . largest makers 
of mailing machines . . . offices in 93 cities in the 
U. S. and Canada. 


1s 





ings—such as gabardines in iridescent, 


gold, maroon, green, white—alluring 
tabrics which, when made into a sty 
lish suit by the quality 


same high 


craftsmanship you are so familiar with 
in a Hal Clark suit, make these suits 
flatter because they fit. Long waisted 
or short, every Hal Clark lady's suit 
is fitted and tailored to flatter the fe 
male figure, accent the feminine And 
the materials have the same long wear 
ing qualities that Hal Clark is famous 
tor. 

We help a lady express her individ 
uality in a spring suit by offering any 
type of skirt with any jacket in a wide 

iriety of Slacks to match 
des red. 


Many 


tailored suits whether they 


women are paying for well 


get them or 
not. The thrifty woman will be amazed 
ut the price of a well tailored, sty 
sh Hal Clark suit tor spring 

This house org yoes to a 
woth customers prospects, 
yveen respons l 


yUSINESS 





MAKING (RENOS 














tinuous monthly issue, and is doing a 
bang-up job. 

Exactly the same principle 
used on postal card house organs tor 
1¢ other types of businesses mentioned 
ibove. 

There are two 


mportant selling 


JOOS which the advertis ng man has to 
he starts a small advertiser 


Oo betlore 


rular monthly 


mailings such as 
those described here 
First, he 


hat results w | be slow This 


must sell the idvertiser 
s low 
pressure selling. The first thing the 
postal card house organ has to do its get 
To do this, it must contain 

al that is entertaining or instruc 

It must follow the principle used 
radio advert sing You tune in Fib 
Magee and Molly to hear Fibber 
Molly, not to hear about Johnson's 
You tune in Kukla, Fran and 

on your television, not to see and 
out the Ford car or Sealtest Ice 
RCA Victor, but to enjoy 

[t these puppets. And the 

must be carr ed out in 

posta card house organ 

nment Give them 
And accep your “com 


conversational, and 


Typical Orville Reed Post Card House Organs 


| 


never try to drive home a sales point 


to the point where it is boring. 


This is the selling job for the adver 


tising man He convince the 


v must 
ar : 
small advertiser that the first job must 


% to be entertaining, and that he 
( the idvertiser ) must not take himself, 


nis ser too seriously. 


ces or his product 


Atter all, the object of this monthly 
mailing is t convince the prospect 


that the advertiser is a good cllow to 
do business with, will him tairly, 


and has preducts that compare 


tavorably w th competition. 
The ( ing the advertising 
man has to do js to sell the monthly 


ird 


1 ' 
LOUSE innual 


chance 


usc 
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list have now grown to 2600, and the 


list is being added to weekly 

Through IMP I get all of my in 
quiries. Through IMP I reach the 
heads or businesses mn smuch as u 
is necessary tor me to deal only with 
he heads of business. Some may doubt 
whether or not a postal card gets into 
the sanctum sanctorum of the head 
man Let me tell you that it does 


t takes And IMP has 


vat it fas just ial 


t has what 
proved tl 
l ipproach an advertise 
nade a “cold turkey” call 
make all of my contacts on inquiries 
resulting from my continuous mailing 
of IMP), I can recommend the use 
of a monthly postal card house organ 
without inv mental reservation. | 
know what i o tor the small 
I / taller, manu 
ranization, of 

caskets It the ad 


with a sincere desire to 


} 


isiness” will do the to 
ing things, he can solve the problem 
ertiser 
a postal card house organ 
hought uppermost in h s 
! to entertain the reader. 
Keep the editorial content to thes 
proportions—50 entertainment 
ind 50 “commercial 
Mail it every month, rain or shine, 
winte! r immer to all customers 


ind i ‘ rul | t¢ | 
prospects 
Make th 


nana 


seriously 


Approach 


buy 
organi 
ut his sales appeal on a 
“personal” basis than the 
ution which, tor some 
re ther, as soon as it gets large, 
and talks “at” a 

prospect t 1 of “to im. 
Give the prospect something in ex 
} ime he spends reading 
Make vour first ob 
get “readers” for your house 
Then feed him your sales points 
easy-to~ligest morsels, and 

1 peri d ot time 


simple as that 
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ONE FOR THE BOOK “0 unt store in ime 
ach u we leaving but upon arrival in 


nh 
4 our hotel room was all ready, 


rca 
N 
Henr which was the main thing 

Ever hear of anything lke this getting 
the watchful boys of Sth Avenue and 


Strect Best wishes! 


s something different, at least 
wife and | were anxious to know 
vot waited us on our return flight 
ion to B ( were 
t to Bermuda we . Jim Ford Washington, N. ] 
ite on a Saturday might 
favorite hotel the Wood 


the Hundred-Million Club's REPORTER'S NOTE: You can't blame the 


sure the reply for boys on the “piano” for being confused. 
mail I enclosed With so many commemorative stamps in the 
used Bermuda works, the sorting clerks must be verging 
on nervous exhaustion. Bermuda stamp 

doesn't look much different than some of 

the Bermuda stamp our commemoratives. Heard one story (not 
ves, the lett confirmed) of a fellow last Christmas who 

put Christmas seals on his greetings instead 
of stamps. They went through in the rush. 


weeks of ou 


I was sending 


the New York postmark 


wa vack the Bnust 





Anything that will improve the salability of the product and reduce its 
cost is doubly welcome in these days of stiff competition. That’s why 
you will be interested in these new U.S.E. SELF-SEAL® OPEN-END 
ENVELOPES, and their new method of sealing. Savings in packing 
cost as high as 50% have been realized. These are worth-while — and 
in addition you have a tough, strong envelope, uniform in color and 
quality, in a size to meet your needs exactly, and with a printing surface 
that will make your message look well and read well. 


to Sales Managers, Ad Men and others 


— samples and case histories showing how these new 
Self-Seal Open-End Envelopes have resulted in sub- 
stantial operational savings. See your Paper Merchant 
or write to cA2 


UNITED STATES ENVELOPE COMPANY 


Divisions from Coast to Coast 
USE SPRINGFIELD 2, MASSACHUSETTS 





FLAIR and QUICK Promotions 
Full of the Unusual 


by Les Suhler, Subscription Manager, Cowles Publications 


During the launching of QUICK 
and FLAIR we received quite a bit of 
sound advice from other publishers 
about how to launch a subscription 
program effectively. On FLAIR sever 
al other large mailers suggested strongly 
that we get all of our mailings out 
before the first issue of the magazine 

for “pre-selling” had generally 
proved to be more successtul than sel 
ng alter the appearance of a new pub 
lication. On the contrary our tests and 
mailings have shown that during the 
last three or four weeks while the first 
and second issues of FLAIR have been 
out returns have been substantially 
higher than in our “pre-selling™” days. 
just during the last few days one parti 
ular list of about 50,000 names made us 
it pulled $275.00 per 


return—) 


teel very yood 
M. That kind of 


our selling expense down to a quite 


brings 


deal figure of 20°. of the revenue 

actually the selling cost was slightly less 

than $1.00 on the $5.00 subscription. 
We at LOOK, QUICK and FLAIR 


are thoroughly sold on the value of 
direct mail n secur ng new and re 
newal subscriptions . . . and in all cases 
we proceed only after thorough t 
To regular direct mail testing we h 
occasionally added some held researc 
One point brought out by some field 
tests was the need of getting more 
peéple to open your envelopes. With 
ill of the work which we have directed 
toward better appearing outer enve 
opes, improved artwork and design as 
well as quality of paper, we still miss 
1 pretty good proportion of the 
pes opened. One of our held tests 
showed that on new prospect mailings 
ranged trom 30 to 40°>, and you 
remember some held reports a 
number ot years ago showe | | 
range trom 40 t 
the outgoing envelope 


part ot a ma | ng, especk 
get a much larger proportion of people 


into the mailing. 


W 


all of our subscription building 

owles we have prepared our direct 

promot‘on to do more than just 

1 subscription—it must reflect the 
entire character of the publication. ALL 
of our FLAIR mailings have been 
designed to tie into the overall FLAIR 
promotional campaign. The mailings 
have been timed, for instance, to tie in 
with the large promotional campaign 
which FLAIR carried on through se 
eral hundred department stores. The 
stores had window displays, special dis 
plays inside, and a large number had 
subscription mailings to their charge 
account names. Here are several exam 
ples of some mailings which Mr. Dystel 
is currently sending te a few hundred 
leading department and specialty stores 
This series of mailings takes its theme 
from the FLAIR rose issue. The mail 
ings were sent out consecutively one 
each day for these first four pieces with 
the large brochure following on the fitth 


As you will note this first mailing 
shop type 


package 


was a ve rose in a florist’s 
cellophane carton. Piece 22 
was in a carton similar to piece 21 
only smaller and included a small gift 
be worn 

7 


of a rose that could 
Piece 23 was a small vase in a celle 


yutton 
Piece 24 was a vial of ros 
perfume in a cellophane box.  Piec 
25, the complete announcement booklet 
on how the department store could tie 


n with this special rose issue of FLAIR 
merchandising-wise, was also delivered 
in a cellophane box. All of this spec 
ial promotion ts da rected at a complete 
merchandising tie-up with the May or 
rose issue of FLAIR. The booklet in ad 
dition to showing a replica of the rose 
ssue cover also has a large number of 
rose colored promouon = suggestions 
Throughout this rose issue promotion 
we used special papers and inks to tic 
n with the theme of the campaign 
The last } 
viously prepared telegram directed to 
FLAIR which reads “We accept your 


offer to tie in with the rose issue of 


vage in the booklet was a pre 


FLAIR in our city. f ll informa 
n ) “4 
he outstanding story on 

nent store results for FLAIR was 

the record made by Neiman-Marcus of 
Dallas From the beginn ng of the 
dea of FLAIR, Mr. Marcus had been 


enthusiastic about future possibilities 
ot such a publication We designed i 


, . 
small gold box mailing to be sent to 


some ot their charge account names. 
The idea for the mailing piece had 
originally been Mrs. Cowles’. The 3” 
x 4" x ” gold box contained a min 
ature letter bearing Stanley Marcus 
signature with a miniature order card 
and business reply envelope An ac 
cordion strip when pulled out told the 


whole story of FLAIR. Although we 





REPORTER'S NOTE: Lester Suhler. Sub- 
scription Manager of LOOK. QUICK and 
FLAIR (Cowles Publications) was featured 
speaker at the March meeting of New York 
Hundred Million Club It was a fine talk 

. made better by the informal. modest and 
friendly manner in which Les puts his points 
(and specimens) across. Prior to talk. Pro- 
gram Chairman Larry Chait presented in be- 
half of Dartnell Corporation. the Gold Medal 
Award for one of the FLAIR promotion 
mailings. while presiding officer Gardiner 
Gibbs looked on. We don't have room for 
entire talk (or a reproduction of all the 
specimens shown) . » but here are some 
of the interesting highlights. 
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have kept the result figures on this 
mailing in confidence, | am allowed to 
state that the results were “well over 
10°.”. 

FLAIR mailings are patterned to seil 
FLAIR tor the quality magazine it is 
in covering the six or seven fields of 
editorial interest. The first mailing 
contained a two-page letter with a large 
black circular, all of which was mailed 
ina 9x 12 envelope. The addressing 
was on a small gold bordered label. 

Another mailing was printed In 
gold ink on blue paper, still another 
on a gray deckle edge paper. All of 
these mailings were directed toward 
certain select residential areas and other 
quality prospect lists in metropolitan 
areas These mail Ws had a two-fold 
purpose—to reflect the general overall 
character and content of FLAIR and to 
secure subser ptions as economik ally as 
poss! le. 

It we have learned anything in recent 
years it has been that what we know 
or think we know about direct mail 

not tric lor th Ost part. For 
nstance ) ! } ng with quite i 
number ot rect ’ ind renewal 
tests, we Know I we are yong to 
test two or three or five letters in quant 
ities of 5, 16 or 25,000 each that we are 
naking a mistake if we have just one 
group of tests to one list All direct 
nailers know that the variation in the 
qual ty of a list can be great. One ot 
our recent tests on an every-other-name 
basis showed that each of three 12,000 
name groups showed a variable that 
ranged up to It I think Fran Pratt’s 
staff at TIME, INC. recently noted 
1 variable as much as 50°. on some 
small group of names. With such var 
ibles possible on an entirely duplicate 


mailing, then think of the things we 


} 


learn that are not true tests of new copy 
Then, too, think of how substantial 
this list variable can be in small! groups 
1,000 or 2,000 or even 3,000. That is 
the reason I make the comment “what 
you are learning trom your direct mail 
tests may not be true”. As a safeguard 
we make simultaneous tests so that we 
will have two different groups of the 
same names being tested on the same 
pieces of copy. This lets us know that 
f both tests follow the same pattern we 
are then ready for the stepped-up 
quantity in our regular pyramid test 
plan. This will tend to take out some 
ot the guess-work when you jump from 
1 3 or 10,000 quantity up to a 25 or 
50 and then on up to larger quantities. 
The use of simultaneous tests is cum 
xersome but it is also very valuable 
QUICK has a total circulation in 
excess of 850,000, of which more than 


( 
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= were, we guarantee, you weren’t fooled the 
same way twice. As we go along we find that we 
profit by past mistakes. At one time or another 
you may have jeopardized the success of your 
mailing for the sake of saving a few pennies 
on a cheaper envelope. This is false economy and 
should be checked at once. The success of your 
mailing may very well hang in the balance. If your 
mailing cries for the unusual, think of Cupples 
“Personalized” envelopes. They are so different 
they demand attention and get it. Allow our Art 
Department to prepare a sketch for you so that 
you may better see the improvement over your 
old envelope. Don’t be fooled twice, think it over 
before you order envelopes again. Better yet, 
think of Cupples “Personalized’”’ envelopes, the 
envelope that can’t be beat. 


envelope co.,1Nne. 


360-Furman Street « Brooklyn 2, New York 


SALES OFFICES: PHILADELPHI BOSTON + WASHINGTON 











500 different gadgets to illustrate most 
any sales idea 


A. MITCHELL 
Room 735. 111 W. Jackson Bivd.. Chicago 4 








EXCLUSIVELY OS came, 


for OUTSTANDING Results ) 
MAILING LISTS 


for Discriminating Mailers 


Need a Select List? Want 
To Rent Your Own List? 
The Wise mailer is turning to e 
World de 


WORLD WIDE List Co. 


LIST BROKERS 
a 47 W. S6th St.. N. Y. C. PL. 7-3359 yy, 








FOLDING mance 


2M 


Write p. ©. Box 
1182, ion N. Y. 











330,000 are subscriptions. This sub 
scription proportion is built largely by 
mail. In fact 
QUICK exceeded all of the news 
weeklies in its proportion of subscrip 
tions received direct to publisher by 
nail On QUICK we have tested a 
number of different sizes of mailings, 
colors of paper stock, and general 
themes with the intent that this mail 
looks different from competitive mail 
ill cases we have wanted to in 
QUICK with the use of 
offer, tor this giv 
enerous ge a ty 


hether he likes the magaz 


ur company to follow closely 
QUICK mail 


ed on all kinds of lists 


~ renewals 
pull 
In of these direct mail offers on 
QUICK as well as LOOK, we try to 
Maintain our basic subser ption price al 
the highest percentage of single copy 
lling price as possible. Accordingly 
ilso price our introductory offer as 
t ble ilways 50 or mor 
ngle copy value For this 
llection percentage helps our 
experience substantially. 
| mailings on QUICK 
gold invitation 
gnt red WW ndow envelope 
ke im the content of 
brevity is the keynote o 
Malling pleces On the other 
LOOK mail 
LOOK by 


n ulin 


ngs reflec 


for the last half of 1949, 


7 


5 piece Rose Issue Campaign sent 
to a few hundred leading department 
stores. 


accurate 


ind pPVramic 


years the COWLES 

i lot of noney oO 
mail, several million dollars, 
However Ww | 


or direct 


Gold box promotion used by Neiman-Marcus to their charge customers 
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® external house ma 


used successfully as 
bill enclosure 


by j. hartwell jones, peninsular telephe 


:; ’ 
Well, here it is at ist 
Last summer, 

Boston, which has been on our mailing 


ist [or not too long 


Simmons College in 


wrote to tell us 


hat they were ‘compiling case histor 
es of the major industrial publications 


n this country and a 
\bout 


highly 


December carried 
nteresting 
closures are they 
New Jersey Bell 
Last month I w 
nh pu ic relations at Rollins 
Winter Park, Florida 
SO, VoL Sav, “MO wh it’ 
Well, maybe your 


nterested in cr publication 


readers would be 


as a 


relations 


reicrences 

tas a high 

one ad plug 

‘we enjoy our 

greatest populari with t aviar and 
collard-greens I central 
est coast. h: >» he iry 
nterest | 

» rich “W 
Ours 1s company, too, 


ut where ‘ ‘ ri New 


Bell's insert “colortul, off-center told 


Jersey 
pieces , OUT Iewspaper 
Here's why 

1 took over t ) I idvertis 
yy and | the 
Wall St. « » but rly early in 


i } 


depression en then, 
wever, there \ nn I s 
content among ind some agi 


ion tor lower were deten 
iv what we cite 1 te x the pustice 
our position wspaper ads and 
Ver 


\ 


€ 


with the idea o publica 


tion to be used these blotters. 
My reasoning v ymmewhat along this 


line We can 


territor ntinuousi to carry 


newspapers 


ot our 
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ne com pany 


tatements from us on our side of the 
natter. We can publish them in paid 
advertising but they might be better 
read and better accepted in editorialized 
rm. Why not start our own news 
We can't 


‘ carry our message? 
afford a full-fledged newspaper, nor do 


iper to 

we want to compete with those now ex 

ting. Ergo, we will have our own 
' 

Dut a miniature one 


We called it the SUN DIAL. De 


iberately, the 


newspape 


name had no cbvious 
onnection with the telephone business 
many 


masthead shows, 


our com y 
others do. \s the 


name is So 


however, there may be a_ reasonable 
cation in that the SUN DIAL fur 


nisaes telephone news (our system 1s 


i 
r’t 


entirely dial-operated ) in the “Sunshine 
State.” Our earliest masthead contained 


n one box phrase, “Time is the 


nost precious thing we have.” This 
was intended to be another connection 
1 that the sundial measures time and 
the telephone saves precious ime. No 
doubt both of these deas were too 
subtle ever to register. 

The announced purpose of our min 


ture (page size: 5'> x7 inches) news 
paper was that it is “issued to help pro 


mote that mutual understanding and 


good will between the public and tele 
phone workers, which is so necessary 
for the best telephone service.” We 
have since found a good many publica. 
tions similar to the SUN DIAL, some 
older and some newer, but insofar as | 
can remember, I had never seen one at 
the time I had my original idea. 
The first issue had two one-half 
pages of display ads, both because we 
were eagerly soliciting business and be 
cause we had insufficient material on 


which to write. In the second issue, 


} 


we had only one such ad but we de 


voted a full column to a story on the 
Fall of the City of Troy, bringing in 
the early communication angle of signal 
fires on a series of hills. The following 
month, in line with the same idea, was 
a full column story on the Battle of 
Marathon and its communication sig 
nificance as related to the use of run 
ners. 

About this time a friend of mine, 
] Handly Wright, \ssistant to the 
President of Monsanto Chemical Com 
pany, and current president of the Pub 


he Relations Society of 


America, gave 
me a different concept of the editorial 
With a firm of New 
York public relations counselors at the 
time, he suggested the abandonment of 


He said 


that because of the very personal nature 


ipplication to us. 


such distantly related subjects. 


of the service we render, there is an un 
end ng tt nd of material { om which to 
draw, that is concrete, factual, and in 
teresting. This has proven true. 

The SUN DIAL was started on a 


sort of a trial basis and we were not 
anxious to spend too much money so 
the first issues used only stock cuts. 
We stepped out a little with the fourth 
issue by reproducing a complimentary 
letter and an honor emblem won by em 


ployees in the local Community Chest 


Continucd on pag 





J. Hartwell Jones... 


REPORTER'S NOTE: 
about the New Jersey Bell Telephone Com- 


Following our story 
pany's use of house magazines... we heard 
from our old friend J. Hartwell Jones, (Public 


Relations 





Director Peni 1 Teleph 





Company. 610 Morgan Street. Tampa |. Flor- 
ida). He intimated that he had an equally 
good story. So we asked him for a letter 
telling us about iti. 

This account of the Sun Dial contains 
ideas which should prove helpful to many 
of you. 





chance thar 

your I ng piece 
Ve hav ng su ied mailing 
ts tailored to the product... 


‘ er who are 


1 thr 
k 


the mails 


willa MADDERN, ac. 


LIST BROKER 
215 Fourth Ave. 
New York 3. N. Y. 

Oregon 7-4747 








How Many DUDS 
Can You Afford ? 


hem people 
ne list swe re 


Ih 


SPECIAL LIST BUREAU 
DIVISION of DICKIE-RAYMONI 


Vio 


80 BROAD STREET. BOSTON 10 








ampaign. In this same tssue we com 

nented on the company’s 31st birthday 

ind expressed curiosity on the identi 

the oldest subscribers. This be 

bring immediate benefits as we 

heard trom several scores ot orig nal 

ibseribers and their comments and 

vecdotes provided rich material for 
succeeding issues. 

Our first halftone was not used until 

ssue when we used a halt 

one of our linemen who 

ny several lives after al 

The method of scoring 

contract bridge was established or 

iltered during this first year and in our 

12t] we devoted an entire page 

contract bridge score card. 

1 tremendously popular fea 

had hundreds of requests 

some as much as several 

In the meantime, however, 

1 a teature that has pro 

most popular and has 

to date. It was a col 

itions, philosophy, and 

which runs under the 

This headir 


ve used 


ars containe 
in i 
ne service 
tormat 
terest stories on all sorts o 
News was confined to hap 


our own territory, insol; 


possible. Our o 
retained with re 
We have continued to try 
ceptance of the SUN DIAL as a min 
lature newspaper. Long ago we joined 
the Florida Press Association and 
are recognized by it as_ the State's 
Smallest Newspape 
The drive tor rate reductions had 
a head in the meantime and 
epted s.ightly lower rates in Oc 
1935, This was almost four 
er the SUN DIAL came into 
mut whether it delayed the mat 
ter or softened the blow, I am not qual 
hed to say. 

During 1943, we sent out 20,000 
questionnaires, part! t see il our cus 
tomers thought we should continue 

bhicat on and also to vive usa check 

res QO! those who 
inswered only 5 said that they 
read our ninimay 7> 
were reyular 
cover Variet 
said they read «casionally 
preterence in the kinds of regular 
tures used, historical articles and pi 
tures carried the heaviest vote. Using this 
ires rated as to 
Along the | 
Cartoons, 81 Equipment 
service stories, 0S etc 
ot the readers said they shared the S 
DIAL with « 
copies apparently w 
ce and to friends 
Many replies were signe 


quite i number 
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of customers who didn't receive ques 
tionnaires, mailed in comments any 
how 


Later on we made a “wastebasket 
survey” by checking every wastebas 
ket available to the public in every 


business office of our company for one 
month. With more than half our total 
subscribers paying in person, we found 
only 3 of them discarding their 
SUN DIAL. One of our enthusiastic 
local managers, in a town which had 
no carrier deliveries, also checked the 
post office wastebasket each day with 
out finding any discards 

One of our exchanges which showed 
the least satisfactory, results happened 
to have almost exactly 1,000 subscribers. 
We decided to make an intensive sur 
vey of this one town id the results 
there were quite similar to the original 
survey made in “43. One interesting 
point is that 25°. of the replies came 
trom bus ness hirms “ hich ind cates 
that the SUN DIAL has a certain de 
gree of effectiveness with business cus 


ite the fact that its chiet 
] 
appeal would appear to lie with resi 


tomers des] 


dential users. Another thing was that 
of those who replied were sufh 
nterested id rsonal notes 

cards. 

Our original circulation was 30,000 
ind i has grown to 113,000 today. 
This has brought about a natural 

in the budget but besides 
we are spending more money on photo 
graphs, cartoons and art work in an 
effort to put out a more attractive pub 
lication. Our purpose has remained 
constant, however, that is, in general, 
to furnish nfiormation to telephone 
subscribers that is of interest or value 

n an effort further to improve custo 
mer relations. 

The SUN DIAL, as a bill insert, goes 
to every subscriber and consequently 
the type of readers we reach is as wide 
n scope as that of a daily paper. The 
simple economy of the thing is one fac 
tor that helps keep our people sold on 
its value. Each month we can put 
into the hands of every subscriber 49 
column inches of pictures and news, 
sugar-coated, of course, that helps in 
fluence his thought and action. And 
we don't even have to pay postage to 
do it! There are nine people who al 
ready have telephone set 
one whose application is | 
is an economical means 
90) of those interested in service. 

We have never attempted to inject a 
second color because we want to con 
tinue our imitation of newspaper style, 
and local papers have used almost no 
color until recently. Production is by 
offset lithography on 50 lb. substance, 


Continued , fa ge 4 


APRIL 1950 


“| OPERATE 3 TYPEWRITERS 


AT THE SAME TIME” 


ivs Eacy te Auto-typist way 


And even more remarkable —this one 
girl typist using Auto-typist equip- 
ment will turn out as many as 500 
letters a day, each without error or 
erasures...each with the exact appear- 
ance of a personally dictated and indi- 


vidually typed letter 


Low Cost, Too! 
The cost of Auto-typist letters is but 
a fraction of the cost of letters manu- 
ally typed. And because they are com- 
pletely personal, Auto-typist letters 
get attention . get results. Easy to 
operate your typist merely types in 
the heading, pushes a button, and 


Auto-typist takes over from there, 


typing your message at high sustained 
speed without possibility of error. The 
Auto-typist can stop automatically at 
any pre-determined place in the body 
of the letter for the manual insertion 
of additional, personalized data. The 
same typewriter is used throughout, 
so there is no problem of matching 
fill-ins. 


Auto-typist Has Many Uses 
Consider Auto-typist for better results 
at lower cost for your sales letters, 
credit letters, inquiry responses, and 
many other types of letters. For com- 
plete information and sample letter, 
send coupon below, today. 


Te Iusto-typist 


50 YEARS’ EXPERIENCE IN BUILDING PNEUMATIC EQUIPMENT 








MAIL FOR FREE LITERATURE 
od AMERICAN AUTOMATIC TYPEWRITER COMPANY 


614 North Carpenter Street, De 


. 24, Chicago 22, illinois 


Without obligation, please send me your booklet “How to Solve Your Corres- 
pondence Problems” and sample Auto-typist letter. 


NAME 


FIRM 


STREET 


cITY 











wove offset paper, 28x44 inches. The 
SUN DIAL is run 4-up (2 sets of pages 
| and 4, and 2 of pages 2 and 3). Body 
s 8 point Century, light and heads 
are in 10 and 12 pt. Metro bold. Pic 
ture captions are usually set in 6 pt 
Metro bold and we attempt to use as 
many pictures as possible. 

Ours is one of some 6,000 “Indepen- 
dent” telephone companies—that is, 
not afhliated with the Bell system—in 
the United States. It is the largest in 
the South and one of the largest in the 
nation. 

We have every reason to believe we 
enjoy excellent public relations within 
our territory. And we believe the SUN 
DIAL is an important contributing 
tactor. 

Notes accompanying payments, let 
ter, phone calls, personal conversations, 
all tend to support this opinion. It 
isn't uncommon, when people discon 
tinue their service for some reason to 
have then note on their final bill stub 
“I'll miss the SUN DIAL”. 

Every comment is acknowledged by 
personal letter. Usually we send along 
a leatherette pocket address memo 
book which has a tie-in because ample 
space is provided tor listing telephone 
numbers. While inexpensive, it’s nice, 


and convenient. The name “The SUN 


DIAL Address Book” is shown in gold 
on the cover, but no advertising of any 
kind. A pocket, with a folder to hold 
stamps, and two years’ calendars com 
plete its features. 

We aren't bothered much by publ 
city seekers, except those who want 
support for worth-while causes. These 
we try to help. Our biggest problem 
is amateurs who contribute their own 
poetry 

If the stuff has any merit and can be 
made acceptable, we try to use it. 
Sometimes they get too prolific and 
have to be discouraged. Latest ex 
ample: We wrote a retired Ohioan, now 
residing in St. Petersburg, that while 
we liked the thought behind his verse, 
it didn’t scan properly and to meet an 
accepted poetry form we'd suggest that 


it be re-written in dactylic tetrameter. 


That stopped his effusions, without 
making him mad. 

Most copies of the SUN DIAL go to 
the telephone subscribers in the Penin 
sular company’s territory. However, a 
small special mailing list is maintained 
that includes some 40 states, Canada, 
Cuba and Argentina. 

Every newspaper editor and colum 
nist in our area is on the list for a per 
sonal copy. This engenders consider 


" ; 
able publicity, in fact, the secretary ot 


the Florida Press Association says we 
are one ol the most Ww dely quoted 
sheets in the state. 

Every school and college of our ter 
ritory, about 100 in all, has asked to 
be included on this mailing. They 
maintain files in leather binders fur 
nished by us 

To help build up reader interest in 
the SUN DIAL we use other mediums 
ot advertising. <A series of postmark 
ads is alternated with other messayes 
on our bill envek pes, so that every two 
or three months attention is called to 
the insert. Reterences to “the state's 
smallest newspaper” have their regular 
place among our radio spot announce- 
ments and in our newspaper advertis 
ing. Specialized ads devoted to build 
ing up its prestige among newspaper 
and radio people are used on alternate 
months in their state trade journal. 

I am inclosing some variety in back 
issucs. More than 4 l 3 mull on copies 
ot the SUN DIAL have been issued 
during the past eighteen years and it ts 
my sincere beliet that the accumulated 


effect of this continuous 


publication ts 
almost impossible to establish. In a 
large proportion ot the homes in our 
territory, the name SUN DIAL is 
about as well known as that of the 


lox al newspaper. 





clean impression. 





This new s‘yled press handles commercial, 
open-side envelopes in sizes 5 to 12 inclusive. 
Prints either face or flap or both—automatic- 


ally opens flap before rrinting. Gives a sharp, 
Prints from either rubber 


PRINT YOUR OWN ENVELOPES 


Southworth - Post Envelope Press 
(10,000 to 18,000 per hour) 


plates or electros. 


Write for FREE literature and prices today. 


SOUTHWORTH MACHINE CO. - 31 WARREN AVE. - PORTLAND, MAINE 


No installation expense, requires only a small 
amount of space and operates at minimum cost. 


You will SAVE MONEY with a 
Southworth-Post Envelope Press. 
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only logi¢al that they should use the 

same technique in applying for jobs as 

the big qreators of it use to sell the 

public. If the public can be sold with 

silly singing commercials, annoying 

*. * sound effects, antics of comic-strip 

One Advertisi n Ma rm characters and tricky folds, pop-up and 

Gg other gimmics in direct mail, isn’t it 

only natural that the would-be adver- 

tising man should teel that the creators 

to Anot er of this technique would be sold by a 

demonstration of his own cleverness? 

What the man connected with a big 

GEORGE KINTER’S MONTHLY LETTER EXPRESSING time agency that produces a goodly 

share of “clever” advertising wants to 

ONE MAN’S OPINION know about an applicant is whether he 

can write. He wants to see the paper 

he edited in h'gh school or college, the 

In an advertising journal | recently vo about it in the same smart way.’ editorials he wrote, the news he 

read a piece by a man connected with Do they say,” he asks brought in. He wants to see the stuff 

a big-time agency . . . an agency that — the applicant “squirreled away” be 

serves some of the freest-spending ad | mder do y cause he was too shy to submit it to 

vertisers. The piece was supposed to 1d to ye staf the editor. 

be a reply to a letter of application trom — ' Just why he should want to see such 

a young man for a job in the agency. Fees specimens of ability is a bit out of my 

a realm of reasoning since writing plays 

First the agency man was hurt sy s just before you such a small part in the service ren 

cause the applicant didn’t spell his \ \ nes | ‘ wi dered by agencies serving the free 

name correctly. 1 could sympathize ore a so spending advertisers. I wouldn't know 
with him in this for it hurts me when The agency man is inclined to think, " diame 
people misspell or mispronounce my however, that applicants for jobs in 


name, and so many of them do it the other than the advertising business, MAILING LISTS 


Z mn page <6) 








} | 1 if ¢ Ts , 
hard way . . . they make it Gintner, just write a modest letter, that’s well 


Kintner, Kittner, but most a written, correctly addressed and _ lists 
Kinder. Some of those who use the just enough of actual experience to in teabene egg *- 


aati | told that my) ” 
atter spelling have told me that my terest the man who gets the letter. 


€ 


name was easy to remember because it Doubtless that is the kind of a letter BUCKEYE COMPANY 
means children in German. Being a an applicant tor a job in other than the P.O. Box 146-R.. PIQUA. OHIO 


distant descendant « —— oo advertising bus.ness would write, but 











Scotch and Irish, I love that this agency man doesn’t seem to realize 


7 that the advertising business is differ y Ab SCRIBE creates and pro- 


But to continue It seems that the 


ent. It is a business that is now based duces better - than - average 
sales promotion and advertising 
material at costs well within the 
smalier firm’s budget. Ask for 
details...on your letterhead. 


AD SCRIBE-Box 254-N. Canton, 0. 


applicant wrote his letter in verse and ; i 
| ; . mm everness, an regardless ol what 

accompanied it with a sketch of him pula oe ee o 

elf throwing a bomb through the office students have been taught in school, 

sell ) ing al nou y 

lone of the azency man. In his reply their ideas of it are tormed by the 

door « agency man. hi | 


current advertising on the radio, in 
t 1s 


the agency man waxes a bit sarcastic 
ibout this and surmised that if he comic strips and direct mail, and i 
\ , 
wwreed to an interview, he (the appli 
cant), would probably come into his 





office walking on his hands 





The style and tone of this applicant's 


etter, as well as similar letters this 











g 
“very sad” because he had to mark oP) ll 

ARMENIAN SECTION JAPANESE SECTION 

LujhusyuG Rad po H* ES 
to other SURMESE SECTION : i KOREAN SECTION 

approaches by applicants that he = * , tT e+ 
CHINESE SECTION ing PERSIAN SECTION 

*ns t ld ee 


wency man had received made him ARABIC SECTION wINOl SECTION 
’ ’ fet fram 


them “wastebasket 


This agency man referred 


“loved” (in reverse, that is). He aks 
“loves” penny-postcard “tease” cam GAELIC SECTION ‘ RUSSIAN SECTION 


dn Ron Ssevestac , 2 Vy ccwan Cenyun 


paigns that finally tell him that ais 

“ a ee seinen HD ent te GREEK SECTION i TAMIL SECTION 

George Penc il, Gr —— 4 will be EAAqmuor Tyra ob y u 5s 

n Monday afternoon,” but the agency SON eeteh ace eben enanene 
239 STIS varwe acceuree catim Guaaactens 


man says that on that day he “always sy We M9) 


seems to be tiled up somehow 
’ ty , a Ntiw ror 


The agency man wonders in his reply 


to the applicant “whether people look GIAO RDP 


ing for jobs in other lines of business 
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tat ‘ 
how much, but | would say that a very e would-be advert sing man who has WHAT S WRONG 


ery large percentage ol tne adver originality to make application lor 


tising the big agency produces 1s chan n verse and picture of himsel! WITH 


led through radio and comic strips delivering n a bomb, should cer 


The amount of writing required tor the ’ ‘ ” ignored by an agency PUBLICITY RELEASES? 


commercials of the ng ; in who has the best inter t his 

} : ce. a ; . , 

vertisers is almost nil and dit gency at heart Tue Reporter has been kicking for 
: ' , 

quire not more than 0 ¢ rai ust how iong this turner down of 


ears about the nearly universal poor 
power of a moron, and the writing lever applicant has been with the , 


P le 

reicases ress releases 
such commercials ts not ¢ , h with which he is now con nail They are im 
or even a monthly stint, ; : n c . 1 do not know, but his old- sy portant 
yarallel my own ; \t 


over again 1m that hasn't been 


written is repeated over, an wer, and ICas . which | a meeting of the Insurance 
vertising Conterence, held in 


Sheraton Hotel, New York on Marc 


1 
we picked up t HlOW 


\ lithe more t ! I l { : e may nave 
or balloon tillers in cé t , bu that served 
very little if any more brait ' ’ ndustr ind trade p 
hents naking their 
tional advertising 
naven t rack 
Messages in paper editors 
othce with re 


Asked 





Your Weddings and Bristols 
should be Right 
MAKE SURE with RISING 








For a perfect union of color, texture, 
and surface—and a long, happy associa 
tion with your customers, rely on Rising 
Weddings and Bristols! Good printers 
will confirm that the finest in wedding 


papers are 
Rising 


WINSTED - HILLSDALE 
PLATINUM 


in a wide range of sizes, weights, 
and finishes . for every engraving 
and printing process that requires 
quality reproduction 


yor" 





WHEN YOU WANT TO KNOW...GO TO AN EXPERT! 


Kising Papers 


Rising Paper Compe 
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nate Com tion pigeon-holed, the only way 
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Playing 
POST OFFICE 


By: Edward N. Mayer, Jr. 


MAA r 3 
ViAA t 1 


that 


2945 has action would be likely this session 
ports and would be through pressures brought 
upon the Senate by the White House. 

rate legis It may well be that some of these days 
General Donaldson will pay 


cet Journal of President a visit and Mr. Truman, 


ts weekly n turn, will work through Majority 
» the effect ader Lucas and Chairman Olin D. 
kely, and Johnston to get some action. 

March We hope we're completely wrong to 
be pessimistic . . . but we'll feel easier 
when this session is over and Congress 


roes home permanently. 


your intormation . and there 
ven quite a few requests ior t 


ere 1S a comparison of present 


ind third class Postal Rates with 
5 


contained in H.R. 2945 as passed 
by the House and S$ 1103 as presently 


Maybe you saw the following AP 
story that appeared in many news 
papers March 28th or March 29th. We 
reprint it from the New York Herald 
Tribune without comment of course 
BUT the things we could say! 


OSTMASTER GETS NEW TRUCK 
31 MODEI 


And speaking of the way the Post 
Ofhce is run . . includ ng deficits, 
efhciency and th ngs 

ace else in this fair country o 


do you know 


ours where you can buy envelope 
corner card printing for 4¢ or 5¢ for 
100; ll¢ tor 250; 22¢ for 500 and 44¢ 
for 1000, other than the Post Office 
Maybe we're wrong (and we have been 

I but we've always had an idea 
ings like type-setting, make 

had something to do with 

figures, and as the quantity went 

up the unit cost went down. Seriously, 

though . . . the next time you need 

some envelopes, it might be well to 

check the cost of Government stamped 


ones 


We had some things to say last 
month about the attempt on the part ot 
the Post Office authorities to clean up 
the carelessness that often attends the 
3547. Here is an item 
irom a recent Postal Bulletin that 


re : : 
should be helpful to every mailer. 


use OF torm 


lIONS OF ASSISTANT POST 
MASTERS GENERAI 


Aletipatines pecipeayt eg. sth RL 





\nd heres something else 
Postal Guide that might be worth clip 


ping and passing along to your mail 


ureetings to: (L. to R) James A. Clarke 
Walter S. Grueninger. Henry Hoke. 
Farle A. Buckley, Chairman, John Yeck 
ind Leonard ]. Raymond 3ovee Mor 
gan, Lawrence G. Chait and Charles 
B. Konselman also are members of this 
\dvisory Committee to the U. S. Sa 
vs Bonds Division 

oft the Committee was 

weepted, a detinite lett 
issignment letters aimed 
selected groups such as Mavors 


nts, parents, club ofhcers 


“DIRECT MAIL” GOES ind members. banks, business concern 
TO WORK FOR 

TREASURY 

DEPARTMENT says une aa ati 


h the help ot 


iT select 
May 


nuing through July 4th 


ing 
Committec 
S. Savings Bonds ' responsibility. and satistac 
€ eh nd t of c s needed The pop i 
1 best coordinated ire lItully planned 
ugns in history ertising program 
There ire bout 
ommiittec 
isury otheials t 
nt rlocking steps tunes 
March 16th, arl 5 May 15th. 


t Mail Committee 


nent 1 Wash nytor 


Pictured 


\sst t 


SESSION 


SOLVING ROUTINE 
LETTER PROBLEMS 


We had an interesting session with 
Karl Wehinger 
! consulting service at 180 


vay. New York. Karl was ha 


to a short ume Ago, 


who operates an em 


. rent 


Had his own em 


troubles. Not enough help 


ine letters 


hours in the day. It was 


him that he standardize 


mut on auto 


rhati« typewriters Heres the “AN 


Karl explains how he worked it ou 


Karl's 

( personal 
i Selector Mock 
she hest 


’ ve 


CONVENTION 
PLANNING 


wt hal ention of the 

\ rtis rt \ssociation 

New York at Roose 

elt Hote tober 4 nd 6, 1954 
The 


s Progr ium Chair 
the Board of D 
embers 1 
round =the 
It's too « 
port but 
Take shape 
After ar 
ind = also 


rout 
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Wed 


will be a number of innovations 


ike to tip you off on one ot them 


In the past, many first-timers (and 
even old-timers) have complained that 
didn't get their 


‘Discussions too 


they (individually ) 
questions answered 
general to fit specific situations’. Here's 
licked It there are 


how that will be 
any such kicks atter the 
vention . . . it will be th 


October con 
tault of the 
kickers 

There will be NO SPEAKING PRO 
(;RAM on the second | 


convention. Instead, i 


norning Of the 
workshop 
in the 
be set-up with 


session, where everyone can get 
act The ballroom w 
round tables. There will be a “sub 
yect pl acard on cac such as 
Envelopes, Letterheads, Lists, List Ren 
tals, Testing, Gadgets, Processing, 


I guipment De 
Letter 


House Organs, New 


sign, Copywriting, Improve 


nent, etc. That is. as many subjects 
is there are classifications of problems. 
At each table will be two or more 
qualihed member-experts on that parti 
dele gates 


cular subject Convention 


will be urged (and guided) to make 
he rounds and ask their questions at 
ippropriate No loud speakers 


spots 
Just quiet conversation null sessions ) 


round the tables 


What do you want to know? 
will be the theme of the 
The idea 


has been 


session 
is not original with us. It 


tried out very successfully 
tor last three years by another unre 


lated association whose members have 


early as many d ! problems as 
the users of the mail. 


In other words very individual 
to be heard 


to ask questions in relative privacy 


delegate will have a chance 


: , 
and to keep on asking about dit 


erent subjects. 


The experts are now being lined up 
tor subjects already selected . but 
there’s plenty of room for additional 
subjects”. if any of you convention 
goers have any ideas or typical ques 
ind we'll see 
that YOU are covered in the final set 


ip 


vons, shoot them along 


Incidentally, your program chairman 
spent an afternoon on 
March 3rd with one of the featured 
speakers for the first day General 
Session,—C. T. Habegger, president of 
The Winner House (Boys Clothing 
Manutacturers) Berne, Indiana He 


interesting 


has agreed to tell his story. It’s a 
fascinating case history of a tremen 
won't 
spoil it by releasing details ahead ot 
ime but predict it will cause as much 


discussion as Leonard Raymond's con 


dous direct mail success. We 


troversial presentation at Chicago. 
Nothing like the Habegger story has 
ever been told at a DMAA convention 
Building a convention program is a 
hard job ... but it’s fascinating when 
you start early en ugh to have spot 
check conterences with — individual 
speakers. 

That's what is being done this year 
to avoid duplications, generalities 
and to build three days of intor 

mation which will be worth every 
»ody's time and money 

Put a big red ring around October 
4, 5 and 6 on your calendar . . . and 
Roosevelt 


plan to be present at the 


Plan, too, to get in the act. 


@ ANOTHER VOL. 1, NO. 1 appeared 
this last month. And good looking. 
An external . . . for customers... “The 
RGB Circle” issued by Rapid Grip and 
Batten Limited. 177-195 Richmond Street, 
West. Toronto 2B, Ont., Canada. 81/2” 
x 11”, 16 pages. Will be published 
six times per year. Good luck to the 
newcomer. 


SIN 


SPRING ... BRINGS 
BABY CHICK 
MAILINGS 


An interesting letter trom St. Bon 
tace, Man., Canada 
Dear Mr. Hoke 
I have been a subscriber to your magazine 
ears and I find every issuc 
to me and beneficial to my work 
ling chick As you know chick hatch 


" 1 


heavi m direct mail to 


sing a sample of our first 
son am 1 sample of our 
This 1s the second season we have 
depended on 


lifhcult tor 


scason to 


woklet but hav 
cetters t very 
nine t sults tron 
ire now using 

previous years 
m «our printuny 

mailing, as the 


revailing rices 


M 


Mnying sur rh 
' 
cond mailing to an 
*t the § x 


necessar 


»ppertunit 

nailing and give u 

In return, we would be 
additional intormation 


wctivitic “ul 


Soubr 
Hatche 
Archibald Stree 
St. Bonitace, Man., Canada 
REPORTER'S NOTE As an old 
hand, Mr. Soubry, at inspecting and 


Continued on page 30 
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460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 


2 





ucizing baby chick mailings 7 
think you are on the right road. I have ee ee — . 
otten wondered why so many hatch 1 LIKE 7 CHICKEN BUSINESS 
eries use expensive booklets (possibly 
to duplicate competitors material ) 
when the letter-folder-order ftorm-en 
velope formula seems to hill the vill 


Tl 
etter and more economically 


My only criticism ... use a blue 
pencil on your letters and follow a few 
of the simple formulas given in March 
Reporter. Change those “we” phr 

you and eliminate so many “that 
expressions which cause useless word 
ow our etter styling 

ind you will have etter 

letters. Otherwise your 


tio s OK Keep 


HANDLING 
A COMPLAINT 








Judustrial List Bureau 


A most complete list service 
for mailers who appreciate 
45 ASTOR PLACE nO . r 
NEW YORK 3. NY. integrity, reliability and fair 
GRAMERCY 5-3350 prices. 
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World’s Biggest Letterhead Coupon! 
World’s Biggest Letterhead Bargain! 


Attach to your Letterhead, Clip and Mail Today for 


Peerless Lithographing Co. Sect. 44. Chinato 38. lilineis 
COMPANY NAME 

ADDRESS 

NAME OF PRINTING BUYER 

cITY 
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would like 
Should be 


REPORTER'S — Bill and I 


to know what the “fu file is 


a lu’u 


TELEPHONE 
MANNERS 


Some months ago 
call yourselt 


i while 


who perhaps 


mail adver 


~ ria 

' nstrate ' . 1 ‘rT j 
ronstrates hov pany improves 

a 


telepnone g 
This 


. 2) 
workabic 
is 
mies 

available 


1 a 


Vow ¥ 
build Increase 
our idea 
nplovees. 


manners 


GOOD LETTER... AND 
A GOOD HABIT 


We like the letter 
Patrick A. 


] 
eral Savin 


Fed 


iation, 196 


> 
Ryan, secretary, 


\sso 


gs and Loan 
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$1.00 per line—minimum space 3 line Help and 


Situation Wanted Ads—S0« 


Rates 


per line—minimum space 4 lines 
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ADVERTISING AGENCIES 
YOUR PRODI 


[ 
il jer 





agent 
ugent ads RIBBON 


rtising Agency Mult 
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HELP WANTED 


BATTLE-TESTED 
MAIL ORDER 
COPYWRITER 











Fu 


y 


ton Avenue, Hempstead, New 
I at attended the Seminar down 


last 


OrTrk. P 
and is 


Mercersburg summer 


' 1 
sincereiy interested n maKing d rect 


m 


ul work WM th h Ss form etter was 


lime-saver tolder. The copy 


IS THE WAY TO SAVI 


1 good savings habit 


\ ry tru 
FIRST FEDERAL SAVINGS AND LOAN 
ASSOCIATION OF HEMPSTEAD 
| k A. Ryan 


’ 


Incidentally 


advertising seems to be 


Savings and Loan 
improving tre 
mendously. In many ways, it appears 
to be more hardhitting and stimulating 


than the advertising of the so-called 





indard banking institutions, lay t wt bottom left, “Why Did | Put It 


« its because younger blood yon The miniature letter is a 


nto the Sos yroups thon yvetter 


A SAD LETTER INDELICATE SELLING 


s mailed t issell Blanchard, sales promotion 


I « tollow I letter Va 
vembers of the Hundred Million vanager, The Paul Revere Life In ' 
New York on March 13th suran Company, Worcester 2, Mass wht \ » THANK YO 
M chuset (tollowing this reporter 
ut Worcester Advertising 
‘ i nailing which he 
delicate 
was received by a Worcester friend 


ot Russell's The printed letter came on PAPER FOR 


tterhead of American Veteran Indus 


P.O. Box 834, Kansas City, Mis YOUR IDEA FILE 


Here is copy 
All of you should have 
h this eport March 
Nationa Pape 
ention ne 
1 Ne \“ York 
REPORTER'S NOTE Fred passed away on ew aft or te 
mis I I Wi 
Saturday. March lith, He was my friend ene —_ 
too even though we had plenty of t Tre wit t r merchants. 
hot arguments over “field selling’ and such Y tt \ lh gotten a k ck out 
He was always an inspiration to those coming 
up He helped to organize the successful 
Hundred Million Club and was active 


room to room 


iwray olf papers avall 


president for many years Was Honorary t t tt ’ ‘ I ! n etterhead 
President at his death t utitul cover and coates 


of ‘ 1 
Or olios or he ping 


GOOD TREATMENT | en ee inaah 


what 


recent wailing ot the Auto . ; Y , n n DMAA 


New York 


vith Lp rprite 
| 
was a coupon at bottom ver r ompany s letterheac 
ind ad lress I nad \f | iurin Jones 


ng 

lil 

or more) cw super<c ! paper not ITMLING 
it was the permolasted news Kromekot ah Papers’ three 


obituary notice clipped from 


wspaper ( I t 1 ¢ is among users 
wr ynly welicate elling Appleton Coated s d 10<olored promo 


sapers: Mohawk’s, W Hamil 
] 


Strathmore’s si r-peautiful 


8 also lisgust ng ind disg | 


rt nort 
S$ por 
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“CHANGE” LETTER i pator ell 
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“ , 
papers 


nd lett , 10? es 
1 | ter ¢ t ) 

Tr r NC rt . rinter or th 
! Stre wt Worth ex , 
Tenth reet. For ‘ I is Tue Reporter 
ntly mailed form ietter full of P ] 

4 ” full of u t er samp 

ni Uiltkl a) I t pneor } 
i wun ny 4 4 te ephone these im +} P vertised n Tin 
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ing drive for funds? A shoddy mailing 
playing up (and on) the acknowledged 
greatness of the National Commander 
Harold Russell. Star of “Best Years Of 
Our Lives”. A punch board stunt of- 
fering prizes to “winners”. If the mail- 
ing isn't illegal (and it seems to be “on 
the line”) . . . it is falling fer below 
the code of ethics outlined in Matthew 
P. Adams letter in this issue. AMVET 
members should question this use of 
their name. What percentage of the 
gross return actually goes toward help- 
ing Veterans? 


eee 


@ WANT TO KNOW MORE about the 
argument between chemical vs. organic 
fertilizers? Write to Organic Garden- 
ing. Emmaus, Pennsylvania and ask for 
in‘eresting little booklet. “Are Chemical 
Fertilizers Ruining Our Soil and Our 
Health?” 


@ “IN A FEW MOMENTS”... is the 
title of an attractive 8” x 10." 16 page 
booklet given to salesmen cnd others 
who visit the offices of Young & 
Rubicam (advertising agency) 285 
Madison Avenue. New York 17, N. Y. 
Beau’ifully printed and illustrated. A 
frontispiece message from President 
S. S. Larmon explains its purpose: 
“Welcome to Young & Rubicam: 
We're pleased to have you call on 
us, whether you're a client or are look 
ing for a job, are a media representa- 
tive. a salesman for a graphic arts 
supplier, a free lance artist. or just 
dropped in to have lunch with a friend. 
On the next few pages you'll find a 
little information about how we try to 
make things easier for the people who 
come to see us. 

The rest of the booklet gives you some 
of our ideas about the advertising 
business and tells you why we are 
proud to be a part of it. 

“We do this in the hope that by know- 
ing us better we will become better 
ficnds and that you will want to come 
back and visit us again.” 


@ DIRECT MAIL ADVERTISING showed 
a 90.6%, increase in oil heating in- 
dustry last year. Large expenditures 
in all forms of oil hea'ing advertising 
at the retail level marked 1949, accord- 
ing to the Annual Statistical Issue of 
FUELOIL & OIL HEAT. trade paper of 
the oi] heating industry. Total retail ad- 
vertis'ng expenditure for oil heating 
equipment for 1949 was $8,567,000. up 


69.5°, from the 1948 figure of $5,053,000. 
Retail advertising expenditures for 1949 
compared with 19'8 were kroken down 
by media as follows: 

Newspapers, up £0°, to $1,942,000. 
Direct Mail. up 90.6°, to $1,032,000. 
Telephone Directories. up 25.2% to 
$1,174,000. 
Radic and 
$1,419,000. 


television, up 403° to 
— 
eee 


@ A NEW OUTFIT for speeding up 
Direct Mail production has been an- 
nounced by Davidson Manu‘acturing 
Corporation, 1070 West Adams Street. 
Chicago 7, Illinois. 

Their new Dual-unit machine will print 
5.000 pieces per hour on both sides of 
the paper in either offset or le‘terpress. 
Different colors can be used on each 
side. 


This reporter recently visited the 
fabulous new eight story plant of the 
New Era Letter Company. 495 Broad- 
way. New York 12. N. Y. ... where he 
saw radically - new, specially - built 
machines which even outdo this ~ 

velopment. But he was asked not 

describe them ... as they are not on 
the market. They run four page letters 
front and back, print letterheads and 
sign ... all in one speedy operation. 
The New Era folks call it their “Frank- 
enstein”. But it sure works wonders. 


eee 


<* CLEVER MAILING issued by Scott's, 
155 Dupont. Toronto, Canada. Four 
page folder enti:led. “Let's Have a Cup 
of Tea”. Second, third and fourth 
pages in hand written reproduction. 
Enclosed were two sample tea-bags. 
Designer Harold Lowrey reports the 
stunt really sold tea. 


@ MEMO TO MEMBERS of Congress 
and officials of U. S. Post Office Depart- 
ment: Get hold of a copy of February 
1950 issue of Canadian Business and 
read story. “Have You A Mailing Prob- 
lem?” You can get a complimentary four 
page reprint by writing to Pitney Bowes 


of Canada. Ltd.. 130 Sparks Street. 
Ottawa, Canada. Tells the fascinating 
story of the work of the Public Relations 
officers in the Canadian Post Office. 
How they educate “customers” to use 
the mcils wisely and economically: how 
they solve individual mailing prob- 


lems...and do a bang-up job of selling 
the postal services at a pro‘it. If the U.S. 
Post Office would go modern and install 
a “sales department”... we wouldn't 
hear so much groaning about deficits. 


@ ADVERTISERS who have been pes- 
tered with patent infringement claims 
cr by persons who think their “original 
ideas” have been copied, should be 
pleased by a recent court ruling. The 
United States Court of Appeals. Boston. 
handed down a decision that Hygienic 
Products Company. Canton, Ohio, man- 
ufacturers of Sani-Flush, cannot prevent 
Judson Dunaway Corporation. Dover, 
New Hampshire. makers of Vanish toilet 
bow! cleaner, from advertising its pro- 
duct by showing it in use by the sort of 
person who would normally be ex- 
pected to use it. namely. a woman. 
Case has been in the courts about 
three years. The three judge decision 
makes interesting reading. It should 
establish a precedent that no one can 
appropriate the exclusive right to ad- 
vertising its products by representing 
them in use. 


@ A NEW AND UNUSUAL house organ 
appeared recently. It is called the 
“Wickersham Portfolio” and is pub- 
lished by The Wickersham Press, Starr 
and Borden Avenue;. Long Island City 
1, New York. It is really a combination 
h. m. and specimen kit. A smartly- 
labeled portfolio of heavy blue Beau 
Brilliant cover stock opens up on a 4 
page editorial section which carries a 
cclumn o! introductory text. This and 
the following two pages provide 
intimate data on six specimens of 
Wickershcem printing (which are in- 
cluded in the portfolio). All beauti- 
ful and well done 

P. K. Thomajan. well-known house 
organ specialist, is editor and Robert 
M. Jones, art director. The ‘project was 
developed under the supervision of 
Herman Toback of The Wickersham 
Press. Each issue of this bi-monthly 
publication will carry completely new 
specimens and inserts - the only carry- 
over being the name of the publication. 
It is being issued in a limited edition 
end copies will be distributed to se- 
lected advertising and production ex- 
ecu ives. Requests for copies should be 
cddressed to The Wickersham Press at 
the above address. 


eee 


@ SPEAKING OF A SMALL BUSINESS, 
there was a good article in February 
15th issue of American Laundry Digest 
. +. telling how Richard Yohe of Quality 
Laundry. 201 North Walnut Street, 
Salem, Illinois had increased his busi- 
ness tremendously by the use of postal 
cards to relatively small neighborhood 
lists. 
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If it’s sales promotion —relax— just bring it to— 


AHREND 


THE DEPARTMENT STORE OF DIRECT MAIL 


sale 
cash- 


perfectly per 
field-tested dealer helps and campaigns 


One source for 
all of your 
direct adver- 
tising needs... 
from sales- 
minded ideas 
through com- 
pleted on-time 
mail campaigns 


You can relax because no matter what your needs may 
be, the solution is at hand in our “department store’ of 
specialized direct mail services. 


Whether you want to market a new product in selected 
communities or build dealer cooperation nationally . . . 
send out a personalized sales letter or an integrated long 
term campaign . . . just call Ahrend 


You'll have the peace of mind that goes with knowing 
that all operations concerning your job are directly under 
our control in our own plant of 40,000 square feet. 


--buildingd 
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sharp printing 


[¢curately typed 
Selection 6 


art 
inded coPY 


sonalized sales letters 


clear multigraphing, mimeo and offset 


Preparation, production of house organs 


be 
V and Coupon responses 


oe 
l Written addressing 


If your problem is uncertainty as to just what type of pro- 
motion will benefit you most . you have our skilled 
merchandising analysts, creative writers, artists and pho 
tographers to produce the most effective promotion for 
your purpose. AND at the same source, you have com- 
plete equipment for the production, printing and mailing 
of your made-to-measure material. 


Let D. H. Ahrend Co. take full responsibility. Phone or 
write Ahrend today .. . then just sit back and relax, 
confident that you'll get what you want when you want it. 


57 YEARS OF EXPERIENCE SERVING DIVERSIFIED INDUSTRIES 


33 NATIONAL AWARDS BASED ON RESULTS 


D.H.AHREND 


RPORAT 


Murray Hill 6-3212 


333 EAST 44 STREET 


COMPANY 


NEW YORK 17,N. Y. 





bring your lavouts to life... print on 


INTERNATIONAL TICONDEROGA OFFSET 


What's your latest offset job — a folder? A booklet? 


A report? A program? For any printing by offset lithography or sheet-fed 
gravure, it'll pay to specify Ticonderoga Offset! 
Is it in color? When you use this fuzz-free peper — with its real affinity 
for ink — you can count on clean, color-true reproduction every time! 

Is it a long run? With Ticonderoga Offset you get constant good 
reproductions, and the cost stays down! Find out for yourself why this is your 


No. 1 offset paper buy! International Paper Company, 220 East 42nd 


Street, New York 17, N. Y 


INTERNATIONAL PAPERS 


for printing and converting 
. 





